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ROAD SHOW SALES METHODS 
AND INCREASED ADMISSIONS, 
“POLICY FOR ‘VAGABOND KING’ 
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Publix Theatres Corporation, Paramount Building, New York, Week of January 31st, 1930 


Road, show methods, with an increase over the customary popu- 
lar movie prices, will be the policy for showing “The Vagabond 
King” at $1-top in thirty: of the largest Publix cities. In the next 


one hundred and fifty cities the 


selling method will be the same 


except that top prices will be 75 cents—also in excess of customary 


local prices for attractions. 


The picture will have its world 

premiere simultaneously on Feb- 
ruary 18 in Palm Beach and at 
the New York Criterion. Two 
weeks later, on March 7, it will 
open in about thirty key cities of 
Publix Theatres at $1.00 top ad- 
mission. 
Two weeks after that it will 
open in one hundred and fifty 
cities at 75 cents top admission. 
The only deviation from custom- 
ary two-a-day road show policy 
will be that the ‘‘Vagabond King,” 
in every case except New York 
and Palm Beach, will have con- 
tinuous performances, which en- 
ables Publix to offer this big at- 
traction at the prices stated, in- 
stead of at the customary road 
show $2.50 top. . 


The usual lavish and intense ad- 
yertising and selling campaigns 


that go with road-shows will go 


with ‘The Vagabond King.’’ How- 
ever, instead of sending out special 
exploitation crews from New York, 
as has always been the case with 
road shows, Paramount pays the 
high compliment to Publix that 


(Continued on Page Two) 


‘Burning Up’ Leads 
Series of Hit 
Pictures 


The predictions of Mr. Dembow 
in a former issue of Publix Opin- 
ion that ‘Burning Up’ would 
sizzle all box-office records were 
justified in the report of William 
M. Saal, General Director of Film 
Buying and Booking for Publix, 
who stated that this Paramount 
hit turned in unusual grosses last 
week. 

Other pictures designated by 
Mr. Saal as unusual money-getters 
last week were ‘‘Anna Christie’; 
“The Sky Hawk’’; ’ “‘No, No, 
Nanette’ and “Happy Days.” 

“Because the large houses have 
a superabundance of hit-pictures,”’ 
declared Mr. Saal, ‘‘the attractions 
listed above will, for the most 
part, play in smaller houses. Man- 
agers of these houses, therefore, 
are now forewarned that they are 
going to do extra business with 
these attractions. This extra busi- 
ness will be materially increased 
if special exploitation effort is 
made far enough in advance.” 
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HOLIDAYS ° 


Start tapping your think 
tanks NOW for ways and 
means to exploit the three 
February holidays. See 

- bound volume of PUBLIX 
OPINION for ideas and gags. 
Here are the big coin-days: 

1. Lincoln’s Birthday, 
Feb. 12. 

2. Valentine Day, Feb. 14. 

3. Washington’s Birthday, 
Feb. 22. 
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CHANGING SILENT ORGANS 
FROM COSTLY LIABILITIES 
INTO ADVERTISING ASSETS 


With the advent of all-sound all-screen policies in the hun- 


dreds of Publix Theatres, many 


expensive and valuable organs, 


representing an investment which runs into the hundreds of 


thousands of dollars, are standing idle. 


Not only this, but 


theatres are incurring maintenance charges on these instru- 
ments which represent a steadily rising cost, and in spite of 


‘maintenance efforts, the organs, 


To remedy this unprofitable 


a suggestion for you to try. 
“Offer your pipe organ for pro- 
grams to be broadcast from the 
theatre in the morning, before the 
theatre opens, or at night after 
your last performance, where un- 
ion conditions permit,’ he says. 
“The theatre furnishes the instru- 
ment—lack of which is probably 
all that has prevented your local 
radio station from broadcasting 
organ music. The station should 
furnish the organist, perhaps 
through a local advertiser, and at- 
tend to the maintenance of the 
organ. The manager should in- 
sist on the privilege of collaborat- 
ing on the programs, so that all 
the plugs desired on Paramount 
music may be obtained. Personal 
(Continued on Page Two) 
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ager’s Office. 


this calendar serves the purpose 


needs that help from you. 


emergency changes. 
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It should be the source of many reminder-memos to specific de- 
partments and junior executives to assure the required check-ups. 
At the end of the year, it should be a fairly accurate skeletonized 
history of your operation—and therefore saved by you as one of the 
important records of your theatre. 

Any holidays of local or national significance that have been 
omitted, should be pencilled in—and at the same time a memo about 
same should go forward to Benj. H. Serkowich, Editor of Publix 
Opinion, so that same can be pencilled in on his calendar. 


Calendar will be PERFECT—due to YOUR HELP. The company 
Pencil-in your bookings, so you can make erasures to meet any 


If you need additional calendars, write to L. L. Edwards, Home 
Office, who will mail one to PUBLIX theatres ONLY. Only enough 
were printed to meet PUBLIX requirements—therefore requests from 
any other sources will automatically be disregarded. 
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unplayed, steadily deteriorate. 
condition, D. J. Chatkin makes 


CHECKER—CHESS 
CHAMPS IN LIVE 
LOBBY STUNT 


In accordance with the “‘live 
lobby’’ ideas suggested by Mr. 
Katz in a past issue of Publix 
Opinion, Walter Immerman, Divi- 
sion Director in charge of the De- 
troit District, and David Lipton, 
of the Publix-Kunsky Advertising 
and Publicity Department, Detroit 
Mich., are making arrangements 

(Continued on Page Two) 
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YOU — And The 
REMINDER CALENDAR! 


It’s designed, so you can lay it flat on your desk or hang it up. It 
should be in every manager’s office, and in every Advertising Man- 


Thus, if 
that is expected, NEXT YEAR’S 
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FEBRUARY — 
SHORT MONTH, 
LONG PROFITS! 
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TOUR OF CIRCUIT TO ADJUST 


YEAR'S IMPROVEMENT BUDGET 


A comprehensive checkup 


of all Publix theatre property 


needing attention, ordered by Sam Dembow, Jr., Executive Vice 
President, will be undertaken immediately by the department 
of maintenance and construction under the direction of Eugene 
Zukor. This is being done to properly prepare a budget for the 


next year and to determine the 
ments are to be undertaken. 
Three groups of executives 


order in which certain improve- 


will tour the circuit, personally 


inspecting all houses that are not satisfactory to the managerial 
department and on which it is felt money ought to be spent. The 
information gathered will be carefully analyzed and improve- 


MR. KATZ FINDS 
PHRASE. FITS 
SHOWMEN 


A phrase contained in a letter 
from District Manager Guy 
Martin of Publix-Great States 
attracted the eye of President 
Katz and resulted in a discussion 
that occupied Mr. Katz’ execu- 
tive cabinet for a considerable 
length of time last week. 

“Merchants of Entertainment’ 
was the phrase that Mr. Katz 
read with a great deal of satisfac- 
tion. 

“This is exactly the description 
that fits everyone in the ranks of 
Publix showmen, no matter what 
his assignment,’’ declared Mr. 
Katz. ‘Primarily, our function is 
to sell entertainment in all of its 
phases and contributing factors. 
When we call a Publix showmen 
a ‘merchant of entertainment’ we 
have said everything that can be 
said. The term is all-inclusive 
and all-comprehensive. 

‘‘The usher who delivers a good 
job, the booker who properly sets 


up a program, the manager who. 


properly operates his theatre, or 
the advertising man who properly 
sells the whole to the public, each 
and every one is a ‘merchant of 
entertainment.’ 

“T like’the phrase tremendous- 
ly, and I congratulate Mr. Martin 
for it. I hope that it will sink 
deeply and permanently into the 
consciousness of every-one in the 
company.”’ 


‘CONDEMNED,’ BIG 
DRAW AT RIVOLI 


The popularity of Ronald Col- 
man was again strikingly evi- 
denced when ‘‘Condemned,’’ ro- 
mantic, thrill-packed love story of 
Devil’s Island, opened at the 
Rivoli, New York, yesterday at 
popular prices after an extended 
$2 run. The newspaper reviews 
and word of mouth advertising 
previously earned by this picture 
drew tremendous crowds to see the 
great screen lover, supported by 
Ann Harding and a splendid cast. 
It’s a box-office push-over. 


ments will be graded according 
to urgency and desirability. The 
work of improvement will then 
be undertaken on a large scale, 
doing away with the necessity 


of having to consider individual — 


complaints. ae 
At the beginning of the week, 
B. B. Buchanan, Director of Con- 
struction, left to inspect the 
Saenger circuit with Division 


Manager George Walsh, operating | 
He will fol- 


out of New Orleans. 
low this with J. J. Friedl’s Divi- 
sion, covering Alabama, Florida, 
Georgia, Tennessee, and North 
and South Carolina. He will then 
go on to the division under L. E. 
Schneider traveling through the 
states: of Texas, Mississippi, Lou- 
isiana, Akansas, New Mexico, and 
Oklahoma. 

Last Sunday, J. H. Elder, 
Director of Maintenance, left for 
the northwest on a tour of A. L. 
Mayer’s division. He will then 
cover the Finkelstein and Rubin 
circuit. 

The third group, under Eugene 
Zukor and Morris Greenberg Su- 
pervisor of the Construction, 
Maintenance and Research De- 


(Continued on Page Two). 
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1930's Best! 


Such was the irresistible 
emotional wallop of Para- 
mount’s “Seven Days 
Leave,’’ which opened at the 
New York Paramount. last 
Friday, that on the follow- 
ing day (January 25th, 
1930) practically every met- 
ropolitan critic emphatically 
prophesied it would wun- 
doubtedly be the finest pic- 
ture in 1930. To earn the 
title of ‘1930’s best’’ as 
early as Jan. 25th of the 
new year is an accomplish- 
ment of which any picture 
might be proud. : 

Praise of the New York 
critics was directed at the 
exceptionally excellent cast 
headed by Gary Cooper and 
Beryl Mercer, the magnifi- 
cent. direction of Richard 
Wallace, and the poignant 
wistfulness of the story by 
Sir James Barrie. It’s a 
winner in any town if it’s 
sold properly. 
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‘VAGABOND KING 
TREATED LIKE 
ROAD SHOW 
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+ ADVERTISING MEN! 


The Philco Company tie- 
up with Paramount, which 
involves “THE LOVE PA- 
RADE,” “STREET OF 
CHANCH,” and “THE VA- 
GABOND KING,” is working 
out into tremendous propor- 


from Page One) tions and Paramount is re- 

Publix showmanship has earned. ceiving splendid support 

‘ from Philco throughout the 
Intense Campaign country. ; 


Local Publix showmen in each 
community will put on the high 
pressure campaign for ‘“‘The Vaga- 
bond King’* with such intensity 
that non-Publix exhibitor-accounts 
of: Paramount in adjacent sales- 
zones will also derive benefit. 

Through this method Messrs. 
Zukor, Lasky, Kent and Katz feel 
that not only Paramount and Pub- 
lix will get every benefit it de- 
serves from this phenomenal at- 
traction, but non-Publix exhibitors 
who buy it will find it so profit- 
able that Paramount’s share will 
be materially increased. 


National magazine and news- 
paper advertising campaigns, spe- 
cial news-reel trailers, special mu- 
sical and radio exploitation will 
break far in advance of all ‘“‘Vaga- 
bond King” openings, saturating 
and stampeding the United States 
with ticket-buying desire of a 
magnitude never before possible 
in show business. Publix show- 
men thus, in effect, have two ad- 


While there is no definite 
obligation to consider Phil- 
co radio tie-ups exclusive of 
any other radio tie-ups, it is 
to the interest of the com- 
‘pany that we play ball with 
Philco to the fullest extent 
and at least give their rep- 
resentatives a chance on any 
tie-up, even though it does 
not involve the three pic- 
tures mentioned. 

A. M. Botsford 
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afterward. Starting today, I want 
every Publix theatre to make a 
weekly contribution towards satur- 
izing the-entire country with 
‘Vagabond King’ ticket-buying de- 
sire. 

“This means program plugs of 
the music, radio station plugs, 
lobby posters, and at least a week- 
ly newspaper story, with a local 
angle of some sort, in addition to 
anything else that can be done 
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ditional responsibilities in con-| locally,” 

nection with showing ‘‘The Vaga- The. followin . 
Damepe ian Aare Z g theatres. will 
beming the tunctioes of’ the’ rom| guazge one dollar: Atlanta, Ga. 
show department, and _ second, Paramount; Birmingham, la., 


Alabama; Boston, Mass., Uptown; 
Buffalo, N. Y., Century; Charlotte, 
N. C., Imperial; Chicago, Ill., Me- 
Vickers; Dallas, Tex., Melba; Den- 
ver, Colo., Denver; Des Moines, 


serving as high-pressure mission- 
ary salesmen of the highest order, 
for all potential Paramount ac- 
counts that could be expected to 
share in ‘‘Vagabond King”’ profits. 


Ia., Des Moines; Detroit, Mich., 

Mr. Katz Enthusiastic Paramount; Houston, Tex., Met- 
After previewing “The Vaga- ropolitan,; Jacksonville, Fla., 
bond King,” Mr. Katz decided that | Florida; Kansas City, Mo., 
is Newman; Los’ Angeles, Cal., 


it impossible for anyone to 
overstate. its entertainment and 
word-of-mouth value. 

“It is impossible to exaggerate 
the thrilling music, exciting ad- 
venture and high romance that 
this phenomenal attraction pos- 
sesses,’’ Mr. Katz said today. 
“Dennis King and Jeannette Mac- 
Donald have established. a per- 
formance peak that has never been 
attained in the history of the 
screen, and everyone who sees 
this: picture will be glad to say so, 
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SALES DISCRETION! 


Commenting on the tendency of some theatre managers 
to confuse the public by trying to sell their ordinary attrac- 
tions too far in advance, A. M. Botsford, General Director of 
Advertising and Publicity, pointed out that when managers 
are urged to be live wires, alert, and to take advantage of 
every opportunity for increasing business, it is not meant that 
they turn the town upside down for every attraction. 

“It is perfectly true that every time we over-sell an in- 
ferior picture,’ declared Mr. Botsford, “it makes it that much 
more difficult to get people to believe in The Vagabond King, 
The Love Parade or other real pictures. We have advocated 
getting behind the average picture, but when a manager gets 
behind a picture like the Duncan Sisters as if it were a per- 

_ sonal appearance of President Hoover on the stage, I think 
it is time to send out some warning to managers to use 
some headwork in analyzing their campaigns in accordance 
with the .possibilities of the picture. 

_ 1 $ia the case of The Duncan Sister picture, where the thea- 
tre used radio announcements, hotel orchestra orchestrations, 
dance hall broadcasts, the Publix Special, synchronized 
and silent trailer, cooperative newspaper contest page, 10,000 
programs, 10,000 traction company announcements, 10,000 
special heralds, 3000 automobile hangers, taxicab tire covers, 
music store window displays, 100 i1-sheets, 6 3-sheets, 6 
6-sheets, 4 24-sheets and 23 inserts, to an advertising cost 
that exceeded 10% of the gross, we should well realize what 
job that man is going to have to convince his public of the 
magnitude of a picture like The Vagabond King without .trip- 
ling his advertisement cost. 

. “f believe that many of our theatres are over-doing their 
advance selling, especially in the houses that change twice and 
three times a week. Any theatre changing three times a week, 
which runs a Sunday display in selling the three attractions, 
plus two more for the coming week, is putting a burden on 
the reader that is so diluting his advertising message that he 
-makes no impression at all. 

‘“ believe the reason for all this over-doing of merchan- 
dising in the wrong way is due to general statements and 
general pressure about getting behind the merchandising. Are 
we not, in our efforts to enthusiastically sell each attraction, 
leaving out of consideration the necessary caution for dis- 

= crimination; for better analysis of values; for better analysis 
= . of what the actual reaction is on the public; of trying to sel” 
= too much at once; for better analysis of the cost of over-doing 
= merchandising on average product so that we triple the cost: 
= for properly merchandising product that has big potential 
2 possibilities.” 
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Paramount; Miami Fla., Fairfax; 
Minneapolis, Minn., Century; New 
Orleans, La., Saenger; Oklahoma 
City, Okla., Criterion; Omaha, 
Nebr., World; Rochester, N. Y., 
Hastman; Salt Lake City, Utah, 
Capitol; San Antonio, Tex., Aztec; 
San Francisco, Cal., St. Francis; 
St. Louis, Mo., Missouri; Tampa, 
Fla., Victory; W. Palm Beach, 
Fla., Kettler. 

The following theatres are 
among those which will probably 
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STIFF IS MADE 
NEW DIVISION 
“MANAGER 


Recent promotions and assign- 
ments announced by D. J. Chatkin, 
General Director of Theatre Man- 
agement, include the appointment 
of C. B. Stiff as Division Manager 
of the state of Arizona, under Di- 
vision Director L. E. Schneider. 
Harry Nace has been named Ari- 
zona District Manager, and both 
he’ and Mr. Stiff will make their 


headquarters at the Strand Thea-| 


tre, Phoenix, Arizona. 


Replacing Ernest Morrison, 
transferred to the City Manager- 
ship of Miami, Jack Jackson has 
been appointed District Manager 
in charge of Texas deluxe thea- 
tres, the Palace in Dallas, Texas 
in San Antonio, and Metropolitan 
in Houston. Mr. Jackson was 
formerly Publicity Director of the 
Toledo Paramount, and more re- 
cently, of the Rochester theatres. 

As Mr. Morrison included the 
management of the Palace, Dallas, 
with his other duties, Frank 
Shipley of the Metropolitan, Hous- 
ton, has been transferred to the 
Palace as manager. E. E. Collins, 
City Manager of Houston, will 
also assume the management of 
the Metropolitan. 


John B. Carroll, whom Mr. 
Morrison replaces as City Manager 
of Miami, has been named District 
Manager in charge of the thea- 
tres in Youngstown and Marion, 
Ohio, and Lexington, Ky. Re- 
placing J. A. Koerpel, who was 
recently named Division Manager 
of the Carolinas, Mr. Carroll will 
make. his headquarters at the 
Keith Theatre Bldg., Cleveland, 
Ohio. 


charge seventy-five cents: Colum- 
bia, S. C., Ritz; Augusta, Ga., 
Nonicoue Macon, Ga., Rialto; 

ontgomery, Ala., Paramount; 
Daytona, Fla., Vivian; Anniston, 
Ala., Ritz; Savannah, Ga., Lucas; 
Lakeland, Fla., Polk; Hartford, 
Conn., Allyn; Worcester, Mass., 
Capitol; Springfield, Mass., ©ara- 
mount; New Haven, Conn., Para- 
mount; Newburg, N. Y., Academy; 
Poughkeepsie, N. Y., Bardavon; 
Toledo, Ohio, Paramount; Ashe- 
ville, N. C., Imperial, Spartanburg, 
Ss. C., Montgomery; Greenville, 
S. C., Carolina; Raleigh, N. C., 
Capitol; Winston Salem, N. C., 
Carolina; Greensboro, N. C., Caro- 
lina; Knoxville, Tenn., Tennessee; 
Chattanooga, Tenn., Tivoli; John- 
son City, Tenn., Majestic; Austin, 
Tex., Majestic; Ft. Worth, Tex., 
Worth; Galveston, Tex., 
Ft. Smith, Ark., Joie; Beaumont, 
Tex., Jefferson; Port Arthur, Tex., 
Strand; Amarillo, Tex., Fair; El 
Paso, Tex., Hllanay; Waco, Tex., 
Waco; Wichita Falls, Tex., 
Strand; Enid, Okla., Criterion; 
Colorado Springs, Colo., Para- 
mount; Pueblo, Colo., Colorado; 
Boise, Idaho, Pinney; Provo, 
Utah, Paramount; Ogden, Utah, 
Paramount; Portland, Oregon, 
Paramount; Seattle, Wash., Para- 
mount; Greeley, Colo., Rex; St. 
Paul, Minn., Paramount; Duluth, 


Minn., Lyceum; Fargo, N. D., 
Fargo; Rochester, Minn, 
Chateau; Austin, Minn., Para- 


mount; Eau Claire, Wisc., State; 
Grand Forks, N. D., Grand; Madi- 
son, S. D., Lyric; Mitchell, S. D., 
Lyric; Sioux Falls, S. D., State; 
Baton Rouge, lLa., Columbia; 
Shreveport, La., Strand; Mobile, 
Ala., Saenger; Clarksdale, Miss., 
Manor; Texarkana, Ark., Saenger; 
Davenport, Iowa, Columbia; Sioux 
City, Iowa, Capitol; Rock Island, 
Ill., Fort; Cedar Rapids, Iowa, 
Paramount; Waterloo, Iowa, Par- 
amount; South Bend, Ind., Col- 
fax; Gary, Ind., Palace; Youngs- 
town, Ohio, Paramount; Lincoln, 
Nebr., Lincoln; St. Joseph, Mo., 
Missouri. 


ASSIGNED TO BOISE 


A former pupil of the Man- 
agers’ School, W. B. Shuttee, who 
was recently student manager in 
the Salt Lake division has been 
assigned to manage the newly ac- 
quired Granada Theatre, Boise, 
Idaho. 
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LAMP ECONOMY 


Publix buys its electric 
lamps more cheaply than 
any other firm in any line 
of business, according to Mr. 
Frank Meyer, Purchasing 
Department Director. As 
the Graybar Electric Co.’s 
largest customer, Para- 
mount-Publix for the past 
two years has received from 
Graybar the largest dis- 
counts, earned by its huge 
purchases, ever paid by that 
company. Each Publix thea- 
tre, therefore, gets its lamps 
cheaper than any other user. 
It is good business economy 
to order, not only lamps, but 
every commodity directly 
through the Purchasing De- 
; partment. 
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HECKER—CHESS 
CHAMPS IN LIVE 
LOBBY STUNT 


(Continued from Page One) 
to have the two greatest boy 
checker and chess players in the 
world demonstrate in the lobby 
of the Michigan Theatre. 

One of them, Sammy Rachevsky, 
18, is the boy who at the age of 
12 defeated 50 United States chess 
experts at one sitting. Julius 
Rosenwald took an interest in 
him and prevailed upon him to 
stop touring in order to get a 
thorough school training. His 
appearance at the Michigan will 
be the first time he presents him- 
self to the public since he was 12 
years old. 


Nathin Rubin, also 18, has been 
checker champion of Michigan 
three times and is considered by 
experts as the greatest checker 
player in the world. MHe is the 
other boy appearing in the Michi- 
gan Lobby. Their trophies and 
medals are on display and they 
are’ receiving billing in trailers 
and ads as a special attraction. 


SILENT ORGANS 
CAN BE MADE 
ADV. ASSET 


(Continued from Page One) «4 
contact with the organist will also — 
accomplish this, however, and ob- 
viate any possible objection on the _ 
part of the station. 

Requests Pile Up 7 

“The number of broadcasts — 
weekly is immaterial, but if you — 
start them off on one period each — 
week, you will find them request- _ 
ing permission to increase the — 
number of programs, as the re- 
sults start piling up, and they will — 
consequently be more firmly and 
permanently sold on the idea. 

“The most inexpensive and yet — 
one of the most pleasing forms of 
radio entertainment is the organ 
concert. But one musician is nec- © 
essary, and any city which has had : 
one or more theatre organs will — 
offer a choice of several organists 
capable of producing pleasing pro- 
grams. 2 

“As for the popularity of organ 
concerts with radio audiences, after 
Jesse Crawford had broadcast on a 
Columbia sustaining hour for two 
weeks, a total of four periods, six 
firms were bidding for the privilege 
of sponsoring the series. Royal 
Typewriter Company won. 

Marked Enthusiasm 

“But Columbia was so well sold — 
on the organ for sustaining pro- 
grams that another series of daily 
broadcasts was instituted over 
WABC and affiliated stations. 
Boris Morros arranged for Miss 
Ann Leaf to broadcast from the 
Paramount Theatre organ studio 
each night from 12:30 to 1 p. m. 
So successful were these programs 
that another half hour, with Fred 
Feibel, is now broadcast every 
morning from 8 to 8:30. Shortly 
afterward Miss Leaf added two 
afternoon periods weekly to her 
schedule, so. marked was the en- 
thusiasm of the air-audience. 

“It is likely that your organ is 
superior to any other instrument 
available to the station; this is 
true in most of the Publix cities. 
And with your organ the station 
can put on an effective sustaining 
program for less than the cost of | 
a string trio, a program which in 
all likelihood will develop into a 
commercial feature. 

“Most important of all,’ con- 
cluded Mr. Chatkin, ‘‘The silent 
organ in your orchestra pit is 
transformed from a liability to a 
live asset.”’ 
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Arthur Martel, featured organ- 
ist of the Metropolitan Theatre, 
Boston, who has been filling a 
guest engagement at the State 
Theatre in Portland, will return 
to the Met. on February 6. He 
will be replaced in Portland by 
Joe Alexander, formerly of the 
Paramount, Springfield.. 


TOUR FOR SURVEY 
OF MAINTENANCE 


(Continued from Page One) 
partment, will inspect the Publix 
theatres in Indiana, Illinois, and 
Michigan with J. J. Rubens. The 
party will then return to New|two months. Improvements will 
York, after which the New Eng-/start immediately in accordance 
land Division under J. J. Fitzgib-| with company policy. 
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What can managers and advertising men be thinking of 
when they allow The Love Parade to die in the newspaper ads 
while it still has three days to run? 

Several instances have come to the advertising, department 
wherein the newspaper ads, say on Thursday evening, play up 
“Coming—Norma Talmadge in NEW YORK, NIGHTS”, in big 
space and in a very small space at the bottom of the ad say 
—"‘Now Playing—THE LOVE PARADE”. And this, while 
The Love Parade still has Thursday night, Friday and Satur- 
day still to run! 

On a big picture like The Love Parade, in fairness to our 
‘prospective patrons we have no right to slight it in our adver- 
tisements. An ad that slights the current show confuses and 
misleads the reader. On a Thursday morning we are certainly . 
not through with The Love Parade and any advertising man - 
worthy of his position should be sufficiently talented and skill- 
ful to publish a sales message on Thursday for The Love 
Parade, that, might help sell more tickets on Friday. 

Generally speaking, the impression created upon a crowd of 
readers by a display ad of any size, which merely underlines 
the ¢urrent, show and permits to dominate, an attraction which 
is coming, is ‘‘Don’t come today or tomorrow or the next day. 
What we have is not of much account and our real attraction 
doesn’t happen until next week’. So if you must follow the 
procedure of advertising the coming attraction, as well as the 
current show, let the current attraction appear in the first part 
of the ad where it belongs. ‘That means continuity of thought 
on the part of the reader. : 

And second, under certain circumstances when your picture 
to come is more important than your current show, your ad 
will be more clear and therefore more forceful, if you will 
publish two separate ads one directly below the other. 

—A. M. Botsford 
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bons, will be toured. 
Other divisions of the circuit 
will be covered at a later date. 
It is expected that-the survey 
proper will be completed inside of 
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SELLING OVER STAR OF NEXT | 
a 

Note reproductions below of two full page ads which appeared in the January 8th issue of Variety. 

Paramount is giving the low down on its product in pungent, ticket-selling language, and every wise show- a 

man will. remember some of these lines when he does his own advertising on these hits a la 1930. Did i) 

you get that enlarging glass we advised ‘you to get? 4 


Max Schosberg, for the _ last 
fourteen years merchandising ex- 
pert for the department store of 
Gimbel Bros., in New York City, 
has been called in to head the 
Lobby Merchandising Department 
for Publix. Work on increasing 
profits from by-product sources, 
particularly in lobby Merchandis- 
ing activities throughout the cir- 
cuit will start immediately. 

Bruce Po- 


the Manager’s 
Training 
Sehool has 
been in charge 
of the depart- 
ment for the 
past three 
months. He 
will serve as 
associate to 


Schosberg. av naet aise sh fe akgjatie : 
The Lobby Ses ee Nancy Carroll and - a s if eugene planned it that : oy ar ae es ee vais So | 
Merchandising new favorites are PARAMOUNT, eh ee ee cuder av ue remencers _ 7 Issues a Week ae 


Department 
has been in an 
experimental 
stage for the 
last six months during which time 
an attempt was made to gauge the 
results of this theatrical by-prod- 
uct. So profitable have lobby vend- 
ing machines been in the thirty- 
five theatres in which they have 
been installed, and so insistent 
have been requests from managers 


Max Schosberg 


for them, that it has been decided. 


to spread this merchandising ac- 
tivity over the entire circuit. A 
considerable profit is realized from 
these sales with little effort. 

A tour of 
the circuit to 
survey condi- 
tions and 
make plans 
for the instal- 
lation of the 
proper equip- 
ment is being 
contemplated 
by Schosberg 
who is at pres- 


In addition to the sale of candy 


PARAMOUNT ist 


giving you only 


meet today’s cha 
e 


G Common sense tells 5 
1930 is 


way! PARAMOUNT months ag 
= ised production and star lists 
to meet 1930 public demands. 
q ll of PARAMOUNT’S 31 
es from now to August are 
brand-new — never announced 


or sold till now. The other 20 


were a year ahead of their time 


when first planned. @ Don't FE 


New Personality,|NEW DISCS Al 


Mary Charles, 
Radio Hi 
adio rit 

Mary Charles, new personality 
of the Paramount-Publix radio 
hour, scored a decisive hit with 
the fans last Saturday night, 
when she made her debut. Miss 
Charles, a charming singer and 


impersonator, was selected from 
more than 150 candidates. 


Other high spots of the hour 


he one company 
1930-style hits to 
nging tastes! 


SS 1930 PARAMOUNT bits right 


Soe to the fea 


11 


Zane Gre 


qudiences have changed in 
stuff is outs outdoor 
e of the old-time 


valier, Oakie, Gary 


grosses the PARAMOUNT ex* 


pibitor is piling UP- He's not 
pulling 1929 pictur 
the ice box and hoping the 


es out of 


SCREEN Sones . 
yl 


. he’s giving them 
eat ‘em Upi he’s giving 


off the fire and they're flocking | 
att® 


IN ANNOUNCING 
ATTRACTIONS 


A metal disc, cheaply recorded 
by a newly invented process, has 
been used in several Publix thea- 
tres in conjunction with trailers 
and special announcements with 
such excellent results that Publix 
Opinion is suggesting their use 
wherever localized or _ special 


Year’s show at the Paramount 


NEW 
HITS 


In addition t0 20 spring Bes la 193 oO? 


Linurice Chevalier in Ernst 
“ih SEANECt machen rade”? 
"7 


“PAR: INT ox 
AMOUNT ON PARADE” 


of revues, The grand march of 


“THE Bon! DER LEGION? 


“RETURN OF FU MANCHU» 
Jean 


‘cit Hamilton and 


PARAMO UNT Sou Feb. 26: 


€ 5 
HRISTIE TALKING PLAYS 


PARAMOUNT SILE 


[) |PEP CLUB HOLDS 


PARAMOUNT 


rount Pictures already sold 


DENNIS KING in 
“The Vagabond King” 
o 


ith JEANETT 


“THE TEXAN?” wi, 
GARY Coorrn 
The OOPER and big cast 


rp CUND NEWS 


NEWS TALKARTOONS 


ANNUAL AFFAIR 


The annual motion picture ball 
of the Paramount Pep Club, a 
social organization of Paramount 
and Publix home office employees, 
will be held at the Hotel Astor, 
Friday evening, February 7, 1930. 


The entertainment, which will 
be recruited from the ranks of 
the stage and screen will be 
headed by Charles Ruggles, who 
will act as master of ceremonies. 
The entertainment, lasting from 
11:30 P. M. to 1:00 A. M. and 


Appearing for the first time be- 
fore the microphone in:a nation- 
wide hook-up Nikita Balieff, 
with his internationally famous 
revue, ‘‘Chauve Souris,’’ will be 
the feature of the regular weekly 
Paramount-Publix radio hour on 
Saturday night, 
February 8. 

‘The program 
will. be broad- 
east. from Sta- 


See your lo- 
eal chain sta- 
tion and tie 


your local se 
well, graduate HELEN KANE os ae ae ia iat ane tion WABC, 
of Yale Uni- Fupareenoee ee MURDER oN. ments into New York City, 
versity and : thishour. al-] . at 10 0’ clock 


(Eastern Stand- 
ard Time) and 
over the coast 
to coast net- 
work of the 
Columbia 
Broadeasting System. 

In addition to this musical and 
novelty treat, the stage show 
coming from the Paramount Play- 


so plant pho- 
tos and sto- 
ries on your 
local radio 
news pages. 


in which such popular radio en- 

tertainers as David Mendoza, the 

Paramount orchestra, Paul Small, 

Macy and Smalley, Harriet. Lee, 

Mary Charles, Jesse Crawford and 

others, will appear. Following is 

the complete program: 

Overture—Liszt Melodies, Para- 
mount Symphony © Orchestra, 
with Hans Hanke at the piano. 

Organ Solo—Jesse Crawford. 

Vision of Gettysburg — Quartette 
and orator. 

Stage Show—‘“BLUE SKIES”. 

“Tt Must Be Heaven’’—Orchestra 
with Paul Small, tenor. 

“There Must Be Somebody Wait- 
ing For Me”’—Harriet Lee, con- 
tralto. 

Comedy duo—Macy and Smalley. 

‘“Havana’’—Orchestra. 

“Bind Me a Primitive Man” — 
Mary Charles, personality sing- 
er. 

“Crying for the Carolines’? — Or- 
chestra. 


Acts from CHAUVE SOUR IS, 


ent workirwg| Hundreds. of congratulatory] talkie effects are desired. ! a VE § L 
i h Nikita Balieff introducing 
on “Chicago,| telegrams recelved at the ColUm-| "Ono of these metal records was| froadcast over station WA BC.| artists. 
Detroit, and|bia station during the broadcast) ysed at the New York Paramount : . 
St. Paul. As|indicate that the new artist is @| with a silent trailer on “Seven 2 
oieke as pos-|sensational discovery. She de- Days Leave.” ‘The disc was a re-|= 
sible, the en-| voted her portion of the hour t0| production of a talk read by one é6 99 
ans gr MAA ah Ae ats of ae seer as of the men connected with the | = A BOUQUET TO PUBLIX 
Bruce Powell wil e eov-| Gertrude Lawrence, Irene Bordoni| theatre. The same type of record = 2 
: seed and Helen Morgan. was also used to sell a special New |= FROM THE OPPOSITION 


from vending machines, Schosberg 
will consider the advisability of 
adding other merchandise and ex- 
tracting from each theatre every 
possible source of revenue consis- 
tent with Publix policy. 


were the musical offerings of 
David Mendoza and the Para- 
mount Symphony orchestra; Jesse 
Crawford, the poet of the organ; 
Lillian Gordon, Paul Small and 
other artists. 


EYE AND EAR CATCHER © 


Although the stunt illustrated below was conceived hastily to ex- 


ploit a last moment booking: of 


“Paris” at the Publix Florida in 


Theatre in New Haven. 


Reproduces Well 


The record is played on the non- 
syne and reproduces as well as 
standard records or sound-on-film. 


These records are made by the 
Brooklyn Speak-a-Phone Studio 
and cost about three dollars for a 
10 inch disc. Publix Opinion has 
ascertained that the studio will 
undertake to have written speech- 
es read on to a disc in cases where 
personal visits \to the studio can- 


bership. 


A compliment from a source that every showman in Publix will 
hold in high esteem, is contained in recent press-wire reports of ac- 
tivities of the Actors Equity Association, which just now is probing 
the legitimate theatre in the hope of bettering conditions for its mem- 


One reform the actors are demanding in the legitimate theatre is 
that: “We shall see to it that a stop is put to the discourtesy and super- 
cilious insolence practiced in most legitimate theatres by box office at- 
tendants and other employees who come in contact with the public, 
as contrasted with the unfailing courtesy of the employees of the 
(Publix) picture houses which are the chief competitors complained 
of by the (legitimate stage) managers...... 
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FI ETE SEAS, 


The Publix credo of “courtesy and service,” first sponsored in the 
Balaban & Katz theatres, and later part of the general. makeup of 
Publix, is a cornerstone in the success of Publix. In the friendly, 
sincere willingness to be perfect hosts to our patrons, Publix show- 
manship stands alone at the peak of the amusement industry. ‘That 
the show is good, and worth the time and money expended, is taken 
for granted by the patron, who expects his money back if disap- 
pointed. That the theatre is clean, safe, and secure, is also guaranteed. 
But that the personnel of a Publix theatre is constantly aware that 
they are there primarily for the pleasure of their guests, is the 
Publix innovation that has left all others in show business far be 
hind—even the imitators. 


Credit for this condition goes, of course, to our far-sighted 
leaders who could visualize the benefits of such a policy, and whose 
courage could maintain it in spite of staggering costs and frequent 
ridicule. Credit also goes to those theatre managers who organize 
and supervise this policy to its present state of perfection. How- 
ever, the lion’s share of the credit goes to the men in Publix uni- 
forms—the living symbol of all that Publix means. . 


These well-bred young men, chosen from the best of families, 
are invariably the highest types of American youth obtainable. 
They are striving for personal progress which they know is at- 
tainable in Publix as rapidly as they can master the principles of 
the business and reach the next step. The Publix policy of 
“promotion from within the ranks” is another stout bulwark for 
the spirit behind the alert courtesy and smiling service the name 
“Publix” represents to thirty-five million theatre goers every week, 
all over these United States. 


_ Jacksonville, Manager Jonas Perlberg found it an effective one. These 
pretty girls, carried the huge hat boxes along crowded thoroughfares. 
The boxes were decorated in brilliant colors and contained portable 
‘phonographs, which played the hit songs from the picture. 


not be made and where the mes- 
sage is sent by mail. This will be 
done at no extra cost. 


The Brooklyn Speak-o-Phone 
Studio is located at 132 St. Felix 
Street, Brooklyn, New York. Man- 
agers wishing to experiment with 
these discs should communicate 
directly with the studio. 

‘Has Many Uses 

Some uses for these records are 
as. follows. Special announce- 
ments for Lincoln’s and Washing- 
ton’s birthdays, and other holiday 
shows, for use with silent trailers 
on pictures, contests, and Publix- 
Paramount Saturday night radio 
broadcasts. . Can be used, also, for 
street and lobby ballyhoos, with 
local silent news reel, for special 
local announcements through the 
entertainment special loudspeak- 
er, etc. _ 

Copy the address in case the 
need for one of these inexpen- 


EOE 


lise 


sive records ever arises. E00 
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MUSIC SALES 


EXPERIENCED MERCHANDISER 


Texas Columnist\LAYING OUT ECONOMICAL 


PLACED IN CHARGE OF ALL 
SHEET MUSIC AND RECORDS 


Boris Morros, General Music Director of Publix, has an- 
‘nounced the appointment of J. Scott Middleton as head of the 


Sheet Music and Record Sales 
ment. 
For ten years with the S. 
with building up, exploiting 
and managing music depart- 
ments of Kresge stores in Chi- 
cago and many other cities, Mr. 
Middleton brings to Publix an 
unusually detailed knowledge 
of the many angles and aspects 
of retail music selling. 
Following his Kresge connec- 
tion, Mr. Middleton managed sev- 
eral independent music and record 
shops in various cities, and then 
came to New 
York and as- 
sociated him- 
self with Pian- 
tadosi Bros., 
music pub- 
lishers. As 
representative 
of the Pianta- 
dosis, who 
have long been 
prominent in 
pu bl ishing 
circles, he 
travelled over 
all of New 
York State 
and Eastern 
PennsylL 
J. C. Middleton vania, ag- 
gressively furthering the Pianta- 
dosi interests. 
Thus Mr. Middleton possesses 
a background which provides him 
‘with experience in every angle of 
the music game, selling, buying, 
and exploiting. 
Eliminate Details 
One of the first things Mr. 
Morros and Mr. Middleton: have 
in mind, in reorganizing the mu- 


sic sales department as an inte-|. 


gral division of the music depart- 
ment, to which it has just been 
attached, is the elimination of as 
much detail as possible. Simpli- 
_ fication of the relationship be- 
tween theatre manager and the 
music sales division will, they be- 
lieve, assure heartier cooperation 
on the part of the manager, which 
will in turn be reflected in in- 
creased sales. 

Bookkeeping work in the in- 
dividual theatre will be reduced 
to a simplified weekly report. The- 
atres will order music, records and 
books on a duplicate form which 
Mr. Middleton has devised, re- 
taining one copy and sending one 
to his office. Shipments of sheet 
amusic, records and books will 
thenceforth be made direct from 
‘tthe New York warehouse only, 
speeding up deliveries materially 
<and relieving the district ware- 
“houses of the detail with which 
they have been burdened in this 
econnection. 


Among the services to be inau- 
:gurated by the music sales divi- 
sion is a list of the ten best sell- 
ers in. sheet music, sent to each 
theatre weekly. This will repre- 
sent a consensus of returns from 
all available sources. 

Mr. Middleton will review new 
pictures as they are released, and 
immediately send bulletins on the 
music to the field, giving his opin- 
jon of the possibilities of the 
songs included before they have 
an opportunity to make or miss 
the best-seller list. Theatres 
which play pictures close to re- 
lease dates will thus have an in- 
dication of the relative sales-value 
of the various songs in each fea- 
ture, and can order accordingly, 
instead of stocking up with an 

equal number of copies of each 
number, only to have some re- 
main unsold. 
Catalog Planned 

A catalog of Publix records is 
planned, attractively printed so 
that it may 

e in the theatres. . For 
, Mr. Morros is” 


be wrapped with pur-| 


arrang- 


Division of the music depart- 


S. Kresge Company, charged 


ing for the unit managers to cor-| 


respond with theatre managers 
two weeks in advance, all along 
the route, advising them of the 
songs featured in the stage pres- 
entations and of their relative 
importance. 


As music booths are installed 
in theatres, Mr. Middleton will 
inaugurate the policy of placing 
aggressive salesmen in charge of 
them. Emphasis will be laid on 
salesmanship, and a_ thorough 
course in the proper methods of 
approach and approved precepts of 
selling will be given to the man 
in charge as each booth is in- 
stalled. 

“It is just as easy,” said Mr. 
Middleton, ‘‘to sell a patron three 
pieces of sheet music for one dol- 
lar as it is to ‘sell one copy for 
thirty-five cents. The customer 
should be allowed to select or 
specify a choice for the first copy. 
Skillful suggestion and display 
will quickly add a second to the 
parcel, and the query, ‘Wouldn’t 
you like to take three songs? They 
are thirty - five cents each, but 
three for a dollar’ will usually 
add a third.’’ 


New Booth Designed 


In conjunction witth Frank Cam- 
bria, Mr. Middleton is working on 
a modification of the model mu- 
sic booth which has been installed 
in the Brooklyn Paramount, which 
will retain the attractive features 
of the original, but can be manu- 
factured at less cost, and which 
will give equal prominence to dis- 
plays of records, books and sheet 
music. 


Advice on songs in pictures, to- 
gether with .music exploitation 
tips, will be furnished to the ad- 
vertising department by Mr. Mid- 
dleton’s office, for use in picture 
and stage show manuals. 
Assisting Mr. Middleton, Josef 
Zimanitch of the Musical Novel- 
ties Division of the Music Depart- 


Won by Publix. 
Unit Girls 


Here is where a critic was made 
“to eat what he said.” Jack Beall, 
Jr., Texas’ newest critic, writing a 
crisp, wise cracking column in the 
Dallas Times Herald said the Dave 
Gould Girls appearing at the Pal- 
ace “Radio Romance” unit were 
clever but too fat, in fact down 
right beefy. - 

Pronto, the girls wrote a sweet 
little letter and congratulated him 
on his review, admitting their fat 
and moreover proud of it. 
invited him to come to lunch with 
them and see how they got that 
way. He got gallant and reversed 
the invitation and the picture 
in the local paper shows him with 
all 12 of the gals and they had a 
grand time and razzed Jack plenty 
because he is no geranium when 
it comes to being fat. 

The gag netted the girls a col- 
umn and a half and a picture the 


‘following day and caused a near 


riot in the Junior League lunch 
room where all the sophisticates in 
Dallas dine and are attended by the 
debutantes and young society ma- 
trons who serve as waitresses. 


Publix Acquires Strand 
Theatre in Providence, R. I. 


Publix continues its vigorous 
expansion policy with the acquisi- 
tion of the Strand Theatre in 
Providence, R. I.,; a 2100 seat 
house equipped for sound and 
operating on a_ straight sound 
policy. 

In addition two theatres each of 
approximately 1500 seats are be- 
ing erected for Publix in Hamil- 
ton, Ohio, and in Middleton, Ohio. 


RUBEN ON TOUR 


Division Director E. R. Ruben 
is making a tour of his theatres in 
the Northwest. Temporary head- 
quarters for the few weeks of his 


sojourn are in Minneapolis, Minn. 
SOJOU SS 
————————————————————— 


‘ment has been temporarily as- 


signed by Mr. Morros to the Mu- 
sical Sales Division. He is now 
in Florida, supervising the instal- 
lation of music booths in Jackson- 
ville, West Palm Beach, Palm 
Beach, Miami, Tampa and St. 
Petersburg, and will also visit 
Montgomery as he returns. 


They 


THEATRE SERVICE SET-UP” 


aa 


by CHESTER L. STODDARD 


Director, Department of Front House Operation 


Two factors are involved in determining the number of em- — 
ployees needed in a service organization: business pressure and — 


the physical layout of the 
The business pressure 


that are needed on the floor during & 
This is determined by a study of the cashiers’ hourly ticket 
sales over a period of several weeks. 


obtained by averaging the tic- 
ket sales for each hour of each 
day of the week over a period 
of six or eight consecutive 
weeks. This gives a definite 
picture of the average business 


each hour of each day. 

By taking into consideration 
the average length of the show 
and the relation of the hourly 
sales to the capacity of the house, 
we get the average peak and slow 
periods of fill, which make it pos- 
sible to determine the number of 
men needed for coverage after- 
noon and evening of each day. 
Generally, particularly outside of 
our large, metropolitan centers, 
matinee business is such that 
it requires very light coverage. 
Evening business on week days in- 
creases and requires additional 
coverage from men who work 
evenings only. Saturday and Sun- 
day business in most locations, 
being the heaviest days of the 
week, require men in addition to 
the regular staff for just the Sat- 
urday and Sunday coverage. 

This point is touched upon 
simply because it has a direct 
bearing in assisting the manager 
to lay out the cost of his usher 
staff on an absolutely sound and 
economical basis. The above 
thoughts must not be construed 
as an elaborate basis for proce- 
dure in small type operations. 
The reverse is true. The business 
and physical layout problems in 
the small operation makes this 
procedure unnecessary. 

In the case of operations not 
using cashiers’ hourly reports, the 
number of employees is deter- 
mined by a study of the approx- 


imate heavy and slow business! 


periods from observation. _ 

The number of ushers needed 
in relation to the physical layout 
of the house is determined by a 
study of the positions necessary 


FOR YOUR CHRISTMAS FILES 


This is the center double page spread of a Christmas magazine, 
trons by Earl H. Payne, manager of t 
Christmas. Each page was devoted to coming at. 
Every day during the month, lucky numbers were 


flashed on the screen 


merchants’ ads helped to defray expenses of publication. — 


Che 
Kentucky 
Theatre 


LEKINGTON, KY. 


THE DARLING OF THE BOULEV ARDS — 
The One and Only 


“Dec. 7, 8, 9, 10. 
In 
With 
NATURAL COLORS 
Gorgeous Girls—Tantalizing Music! 


She Talks, Sings 
~ Dances—and Loves! 


: ‘ : =a 


A Gorgeous, Dazzling Riot of Colors and Songs! 


Twenty million people attend Publix Theatres weekly. 


These show-wise theatregoers know where consistently good 


entertainment is to be founch They expect the best and get it. 


December \Is Big Picture Month 
SHOP AND MAIL BY DECEMBER 15th 


As You Won't Dare Miss Any Of The Great Attractions 
We Have Arranged For The Holidays 


It’s a WOW I 
Fun-Musical Revel 


Hear the song hits! See tha new dances! Love with 
Nancy Carroll. Hear the “‘Boop-Boopa-Doop” girl, 
Helen Kane, coo to Jack Oakei. It's a whoopee 
special. Girls! Music! Fun! 


& 


20,000,000 People Can't Be Wrong 


VaaN 
YON 


of superior entertainment. 


containing sixteen pages, issued to pa- 
he Publix Kentucky in Lexington, 


to increase attendance during 


tractions and every souvenir magazine contained a number. 


and posted in the lobby. A few 


Che. 
Kentucky 
Theatre 


_ REXINGTGN, Ky. 


“THE PERSONALITY KID” 
He Is In The Movies Now! 
Eddie Buzzell in Geo. M. Cohans great Laughing, Singing, 
Race Horse Story G 


NOTE: See Page 16 : 
e"Free Tickets to the Kentucky 


* The Kentueky and State Theatres are the atest link in 


the great chain of showplaces displaying the Publix emblem 


house. g 
determines the number of employees — 
various periods of the day. — 


to be covered, such as ticket-tak- 


Most accurate results are © 


er, lobbyman (if any) outside and 
inside aislemen on the main floor © 


(determined by the number of © : 


aisles), tunnel men in the balcony 


(determined by the layout of cross — 
aisles and vertical aisles), direc- — 


tors in the foyers (determined by © 
the accessibility of seats from — 
foyers); and chief ushers (deter- — 


mined by the size of the staff). 


Repeating the above in a more - 


logical order, the procedure to be 4 
followed in determining the num- 


ber of persons necessary to cover 


a house is—first, cover every post — 


that is necessary to be covered — 


during capacity business. This will 7 
give the number of men necessary — 
for coverage on your peak busi- — 


ness, bearing in mind that in 
many cases an usher may be 


able to cover two or more posts, ~ 
business condi- 
tions. E 


depending upon 

Then break this total number q 
into groups or shifts to be brought — 
on the floor so that the necessary ~ 


posts are covered at the opening, ~ 


and this coverage is increased and — 
decreased as business increases © 
and decreases during the day. In © 
the interest of economy and ef- | 
ficiency, bare patrol coverage only | 
is necessary after the close of the — 
box-office. a 


In laying out shift schedules, 
care must be exercised to use the — 
minimum number of men at all” 
periods of the day to achieve the 
maximum results in efficiency of — 
operation. In a word, there ar Q 
three points to be borne very def 
initely in mind in laying out the ™ 
set up for a service organization; © 


a 
4 


they are: efficiency, economy and 


quality. This means economy in 
cost and number of manpower; — 
efficiency in results; and quality 
of contact. a 

After the number of persons © 
necessary for house coverage is 
fixed, next comes the determina- — 


tion of the procedure to be fol- 


lowed in moving people into and — 
out of the house. ‘This necessi-— 
tates a proper procedure in the - 
distribution of fill. The reason 4 
for an evenly distributed fill is so- 
that the spill is distributed over 
as great an area as possible. This 
speeds the movement of patrons — 
exiting, and enables the refill, or 
movement of patrons into seats © 
just vacated, to be effected with 


the minimum loss of time. a 
In operations where we have © 
large lobbies, such as our deluxe — 
operations, our main distribution — 
point is in the lobby. In opera-— 
tions where the patron comes” 
right from the ticket doors into — 
the main floor foyer, the main — 
distribution point is at the ticket 
doors. When I speak of main 
distribution point, I assume the > 
operation has a balcony and a- 
main floor. 2 
With the initial fill well distribu- . 
ted, between balcony and main © 
floor we are able, on our refill” 
when people are waiting, to offer — 
seats both in our balcony and main — 
floor. But if we fill our main ~ 
floor up tight and then fill our 
balcony, it is necessary that ing 
main floor spill and be re-filled 
again before going to our balcony 
on the refill. As a consequence, 
people who are not particular as 
to whether they take main floor 
or balcony seats fill the main floor 
while those people who will have 
nothing else but main floor seats 
must wait. In addition to this, 
our sales at the box-office are cut 
down materially when we are un- 
able to offer seats in all parts of 
the house during peak periods, by 
virtue of our having limited ou 


| sales scope.. 
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- SELLING ‘NEW YORK NIGHTS’ 


by BRUCE GALLUP 
Advertising Director, United Artists 
' (Not for Publication) 


Norma Talmadge has been one of the biggest and most 
consistent box-office stand-bys of the screen. Most of her pic- 
tures have been in the special class and many of them have 
been Big Specials. 


In “New York Nights” she talks on the screen for the first 
time. The Norma Talmadge voice emphasizes all the appeal 
and charm that are characteristic of the star’s screen per- 
sonality. As a singing, talking player she lives up to every- 
thing that might be expected of her—and more! You can safely 
underline Miss Talmadge’s dialogue voice as being a revelation. 


And her first talking vehicle is of the type everybody en- 
joys. Action, comedy, thrills, romance, conflict, surprises, 
whoopee parties, jazz-mad moderns at play, life along the Great 
White Way in the theatre, the night clubs and among the rack- 
eteers—with these, ‘‘New York Nights’ has every ingredient 
that goes to make a big success of the day. 


And this is the angle to emphasize in your campaign. But 
make your approach through the star. For example: “Norma 
Talmadge is a Broadway show girl. The screen’s great emo- 
tional actress as a jazz-mad modern in a story of the stage, the 
night clubs and ‘Tin Pan Alley.’ Norma Talmadge plays a - 
talking, singing chorine idolized by the gay boys of Broadway 
and the lords of the racketeer underworld. The screen’s great 
female star the life of the party in a riotous story of today. A 
brand new Norma greater than ever.’’ 


Color your copy with atmosphere. Visualize the picture’s 
setting. Broadway, the magic lane of romance and song.... 
the street of a million failures and successes. ..a million laughs © 
and tears....the glittering pathway to glory as the setting for 
a romance of the Great White Way. Comedy, drama, jazz- 
mania and the loves and heartaches of showfolk. 


The picture is full of names with box-office pull. Gilbert 
Roland, the lead, has played opposite Norma Talmadge in 
some of her biggest pictures. John Wray is the New York 
stage star, starred in ‘“‘Nightstick,”’ ‘“‘Three Live Ghosts,” and 
“Silence,’”’ which plays were made into successful pictures. Lil- 
yan Tashman, at one time a Ziegfeld Follies headliner, is to- 
day a big favorite with the movie-goers. Her most notable 
recent success was as the adventuress in Ronald Colman’s 
“Bulldog Drummond.” 


The picture is based on the actionful stage success, “‘Tin 
Pan Alley,” by Hugh Stanislaus Stange. An intimate picture 
of the life of Broadway’s gay folk, the piece was a big hit in 
New York and on tour. 

Lewis Milestone «is the director. The critics have classed 
him with Lubitsch and Chaplin on the strength of his direc- 
tion of “The Cave Man,” “The Racket,” and “Two Arabian 
Knights.” 

The title is a natural for tie-ups and properly exploited will 
result in capacity business. Get over the New York atmosphere 
in your marquee and lobby displays. Prepare special ballyhoos 
about New York night life. Have local merchants hold a 
“New York Nights” bargain day. Tie up with song dealers 
and record dealers. 

The theme song is ‘‘A Year From Today,” and is already 
one of the outstanding theme song hits. It was written by Al 
Jolson, and is published by Irving Berlin Inc. Get this num- 
ber on the air. Have it played in local restaurants, dance 
halls and in your theatre. 

“New York Nights” is from every angle, sure-fire modern 
entertainment. Go after it hammer and tongs; it will reward 
every bit of showmanship exerted on it. 
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‘SHORT REVIEWS OF SHORT FEATURES : 


Publix Theatres Booking Department 
seltoleloleoeinieieoinieieieleeieee ieee 
CHORDS OF MEMORY (11 min.) This is a high class Bruce Scenic 
with a little story to hold it together. The blind father reminisces 
to his daughter’s suitor, and, as he does so, he recalls the scenes 
of the days when he could see; a violin and harp play old popular 
ballads that he loves, with beautiful hills, valleys, vast seas, sun 
sets, etc., which are symbolic of the music. The subject is ‘class’ 
all the way through and is worthy of the best houses. 


SALT WATER BALLADS (11 min.) Here again we get a Bruce 
Scenic which contains comedy elements. A rough-neck crew is 
stranded on an island which to them seems miles from civilization. 
Lacking food, the captain decides that one must be thrown into 
a boiling caldron to serve as their repast. He makes it a condi- 
tion that each one sings and he who is disliked the most should 
suffer. Among the crew is an Irishman, a Dutchman, a Jew, a 
Yankee, etc., and each renders a song typical of his own national- 
ity. The island turns out to be nothing but a real estate develop- 
ment and the motley crew is ordered from the grounds by a local 
policeman. Combines laughs with beautiful natural sets. Should 
go well as an opening number with a feature containing the ele- 
ments of ‘class.’ 
WANDERLUST (11 min.) Here again we have a Scenic that has 
a lot of heart appeal. Shows a log cabin in the hills with un- 
usually beautiful panoramic effects in the distance. While beau- 
tiful natural scenery is presented, a father tells the story of the 
wonders of nature and the reasons why people have the wander- 
lust, to his little inquisitive son. A subject worthy of the best 
houses; has ‘class’ written all over it. 
THE RUBE (10 min.) Jimmy Barry, who takes the main part in 
this subject, has had it adapted to the screen exactly as it was 
presented on the vaudeville stage for many years. The rube comes 
into the dressing room of a soubrette and in typical fashion makes 
love to her. Of course, she laughs him off, but he succeeds in 
getting a kiss before he leaves. The punch comes when the stage 


another frame saying, ‘‘Right! 


SPECIAL TRAILER 
USED TO SELL 
LOVE PARADE 


The remarkable results obtained 
at the Paramount Theatre New 
Haven, by Eugene A. Curtis, 
through the use of a unique trailer 
on “The Love Parade” prompts 
PUBLIX OPINION to suggest a 
careful study of the report below 
with a view to duplicating it when 
the Chevalier photoplay comes to 
your theatre. 


The trailer in question was used 
two weeks before playdate and 


preceded the regular trailer by | 


one week. It was made by using 


parts of the ‘‘Innocents of Paris’’ | 


trailer together with silent frames 
made locally. 


The trailer started with the 
frame reading ‘‘Do you remember 
this great personality who ap- 
peared at this theatre a few 
months ago?’ Then followed a 
close up taken from the end of 
the sound trailer in which Cheva- 
lier says, ‘“‘Thank you, Messieurs 
and mesdames, etc.’ Then came 
It 
is Maurice Chevalier who made 
such a tremendous hit in ‘Inno- 
cents of Paris’.’”’ This followed by 
another silent frame reading, ‘‘It 
was Chevalier who first introduced 
that great song hit ‘Louise’ ”’ and 


after that cut in with the portion. 


of the old trailer in which Che- 
valier sings ‘Louise.’ 
“Do You Remember?’’ 

Then more silent frames read- 
ing; ‘‘Watch for announcement 
soon of ‘The Love Parade’! Che- 
valier’s newest production’—“It 
was Chevalier who sang. these 
roguish French songs’? — Sound 
portion of trailer with the song 
“Valentine’—‘‘In ‘The Love Pa- 
rade’ Chevalier introduces many 
new and catchy song hits which 
are already sweeping the country” 
—‘‘Always the perfect lover’ — 
“Chevalier makes dashing, daring 
love to all the girls in ‘The Love 
Parade’!”—‘“‘And_ particularly to 


‘|his charming new leading lady, 


Jeanette MacDonald, star of many 
Broadway musical hits.” 


After this came another silent) 


frame reading, “Do you remember 
this—’’ after which cut in shot of 
Chevalier coming down the stairs, 
and the close-up of him as he 
sings “It’s a Habit of Mine.” Fol- 
lowed by other frames with the 
following copy, ‘‘But wait until 
you see ‘The Love Parade’—‘‘New 
York has been paying from $2.00 
to $11.00 for seats weeks in ad- 
vance of this great production.”’— 
“You will see ‘The Love Parade’ 
here at regular prices’’—‘‘Watch 
for further announcements about 
Maurice Chevalier in ‘The Love 
Parade’.”’ 


Box-Office Value 


In the opinion of many who 
saw the trailer, it had more box- 
office value than the National 
Sereen Trailer which ran the fol- 
lowing: week. 


Part of the value of the fore- 
going to theatre managers is that 
trailers made up in a similar 
fashion can include copy, and 
shots especially suited to local 
conditions. It is suggested that 
those who plan an additional 


SELLING ‘DANGEROUS PARADISE’ 


By RUSSELL HOLMAN, 
Advertising Manager, Paramount Pictures 


(Not For Publication) 


It shouldn’t be hard to sell Nancy Carroll and Richard 
Arlen as lovers in ‘‘Dangerous Paradise,’’ with Warner Oland 
hee them with as jolly a bevy of bruisers as ever slit a 

roat. ; 


Carroll has just clicked marvelously in ‘‘Sweetie.’’ Arlen 
has pleased in ‘‘Virginian’’ and ‘“‘Burning Up.’ Oland is 
known for “Dr. Fu” and his role in ‘“‘The Mighty.’’ In addi- 
tion, you-have Gustav von Seyffertitz, whom your regulars 
know as always a swell actor; Francis MacDonald, Arlen’s 
handsome rival in ‘‘Burning Up’’; and a couple of others, good 
but unknown. 


“Dangerous Paradise’ is adapted loosely from Joseph Con- 
rad’s novel, “‘Victory,’’ but I wouldn’t tell anybody about that. 
Conrad’s stuff is largely psychological and in transferring it 
to the screen, which is essentially a medium of motion, plenty 
of changes have to be made. Conrad fans, who are usually 
nearer fanatics than fans, will be sore. To the others Con- 
rad’s name doesn’t signify anything. So why bring him up in 
your advertising or publicity? Incidentally, the second 
sentence in this paragraph is the explanation that should be 

- offered to Conrad fans who read his name on the screen main 
title and don’t like the changes from his original story. 


Sell principally the names in the cast and the title. The 
tendency in selling Carroll is to link her with ‘‘Sweetie.’’ In 
doing so you should bear in mind that you have the Carroll 
show, “Honey,” coming along in a few months; ‘“‘Honey”’ is a 
singing romance much nearer. to the ‘Sweetie’ type than 
“Dangerous Paradise’ is. In fact ‘‘Honey”’ is being deliberately 
concocted as ‘“‘Sweetie’s’’ successor. Don’t jeopardise your sale 
of “Honey” by leading people to believe that ‘‘Dangerous 
Paradise” is the ‘‘Sweetie’ kind of show. Carroll sings one 
song in ‘‘Dangerous Paradise’’—a song called ‘“‘Smiling Eyes” 
but the song is quite incidental. 


“Dangerous Paradise’ is strong, red meat drama mixed 
with a love story between Carroll and Arlen. 


I would link Carroll with ‘‘Sweetie,’’ but I would do it 
something like this: You loved Nancy Carroll in ‘‘Sweetie’’; 
now come and see her use her charms to win Richard Arlen’s 
love and life in ‘‘Dangerous Paradise.’’ Or: ‘‘Sweetie’s’’ 
graduated from college; now she’s in love with Richard Arlen 
on a tropical isle. Or: It’s dangerous to be too many men’s 
‘Sweetie’; Nancy Carroll finds out in ‘‘Dangerous Paradise.” 


General copy: Her profession is to charm men; but the 
one man she loves, hates her! Or: Nancy Carroll as a modern 
Eve and Richard Arlen as a handsome Adam in a ‘‘Dangerous 
Paradise.” Or: One man killed for her; one man died for 
her; one man divorced his wife for her; one man went to 
prison for her; one man hated her—AND HIM SHE LOVED 
WITH ALL HER HEART! Or: What would you do if a man 
came to you at night and said deliberately, ‘“‘I intend to rob 
you of your fortune and your wife’’—and you knew that h 
could do it? 


Exploitation: Get a cablegram blank and type on it a 
message from Dangerous Paradise Island: Alone and in love 
on a tropical island. Threatened by the three worst cutthroats 
in the South Seas. Please send help! (Signed) Nancy Car- 
roll. Richard Arlen. Or: Nancy plays the fiddle in a ladies’ 
orchestra at the start of the picture; you might tell them they 
are going to, hear one of the few ladies’ bands in existence, 
and this one straight from the South Seas. : 

Remember: This is Carroll’s first official starring picture. 
Good copy like: Now the hit of ‘‘Abie’s Irish Rose,” ‘‘Shop- 
worn Angel’ and “Sweetie” is a star. Or: “Sweetie’s a star 
now! 

Directed by William A. Wellman, who made ‘Wings.’ 


trailer on ‘The Love Parade’ like 
the one described, do not follow DISRAFL AND SALLY 
implicitly the details outlined but 
deviate sufficiently to suit popular 
fancy in the theatre for which it RECEIVE EDITORI AL 
is to be prepared. 

In addition to the above, Curtis 
introduced a variation in the 


Love Parade trailer for a special 
midnight preview. He did it by 
shutting off sound toward the end 
of the trailer and announcing the 
midnight performance over the 
public announcement system. Al- 
though this was practically all the 
advertising used to sell the mid- 
night performance, the results 
were better than anticipated. 


nn, 
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manager accosts him at the door and pays a debt, which, as he 


explains, the rube won. 
the same force on the screen. 


While a great finish on the stage, it lacks 


However, the subject as a whole 


is entertaining and worthy of a number two spot in the front show 
of a program containing either a dramatic or comedy drama fea- 


ture. 

TITO SCHIPA No. 2 (7 min.) 
atic star renders several arias. 
over his songs with feeling. 


This is a number in which the oper- 


He has a pleasing voice and puts} 


This type of subject has not wide 


appeal but may be booked to advantage in spots where opera is 


appreciated. 


METRO 


SONG WRITERS REVUE (20 min.) 


As the name implies, this is 


a review composed of all the outstanding song writers of Amer- 


ica. 


Gus Edwards, Fischer, Brown and five others, whose tunes 


Americans hum throughout the year, sit at individual pianos; each 
one is introduced to the audience by Jack Benny by means of 
smart wise-cracking. Gus Edwards starts off with an old favorite 


and each one in succession 


does his bit. 


The introduction of fe- 


male personality singers and ballet dancers all tend to round out 
a first class flash act that may close any bill to great advantage. 
Entertaining all the way through and should go over big. 


COMMENT 


PUBLIX OPINION has constant- 
ly urged every manager to pro- 
mote editorials on certain pictures 
because newspaper writers are 
only too anxious to give credit 
where credit is due. How easily it 
can be done was brought to the 
attention of Your Editor by a let- 
ter from City Manager R. F. Emig 
of Davenport, Iowa. 

In that city, the editor of the 
Davenport. Democrat and Leader 
lauded both “Disraeli” and ‘‘Sal- 
ly,’ then playing at two Publix 
theatres. In addition he wrote to 
Emig stating, “I couldn’t refrain 
from the enclosed editorial com- 
ment.”’ 


When you get a picture worthy 
of comment, invite the editorial 
writer of your paper as well as the 
movie-reviewer to see the show. 
Intimate in your letter of invita- 
tion that the progress of the in- 
dustry, or the excellence of the 
particular picture is deserving of 
comment. The whole hearted re- 
sponse you will get if your judg- 
ment has been right, will not only 
be reflected in the newspaper 
columns but in box-office returns. 
Hop to it and send us the clip 
sheets! 


LIBRARY AID IN 
BUSINESS LIKE 
“MANAGEMENT 


Thoroughly convinced that a 
good library is necessary for the 
most efficient and spirited man- 
agement of every theatre, PUB- 
LIX OPINION herewith pub- 
lishes a list of books in various 
fields which deserve not only 
shelve space but careful. perusal 
by every member of the execu- 
tive staff of every Publix house. 


The list has been compiled by 
Publix Opinion and A. M. Bots- 
ford, Director of Publicity, with 
the assistance of Elmer Levine, 
Director of the Manager’s 
School and has been passed upon 
by the various department heads 
including Mr. David Chatkin, Di- 
rector of Theatre Management, 
Boris Morros, Director of 
Music, Harry Rubin, Director of 
the Projection Department, and 
John F. Barry, former head of 
the Manager’s School and now 
Director of Personnel. 


Check this list at your local 
public circulating library. You 
will be surprised at the number 
available and read by the mem- 
bers of your community. Bor- 
row them to see how useful they 
can be. If you find them help- 
ful don’t hesitate to buy them. 


The list follows: 


THEATRE MANAGEMENT| 


BUILDING THEATRE PATRON- 
AGE =: ae 
by Jack Barry and Epes W. Sar- 
gent; published by Chalmers 
Publishing Company, 516 Fifth 
Avenue, New York City. 


MOTION PICTURE HIS- 
TORY : 


THE STORY OF THE FILMS 
edited by Joseph P. Kennedy; 


published by A. W. Shaw and 
- Company, Chicago and New York. | 


A MILLION AND ONE NIGHTS 
by Terrence Ramsaye; published 


by Simon and Schuster, New) 


York City. : 
THE HOUSE THAT SHADOWS 
BUILT 
by Will Irwin; published by 
Doubleday, Doran and Company, 
Garden City, New York. 


GENERAL SUBJECTS 


ANIMATED CARTOONS | 
by F. G. Lutz; published by 
Charles Scribner’s Sons, New 
York City. . 

MAX REINHARDT AND HIS 

THEATRE 
by Oliver M. Sayler; published 
by Brentano’s, New York City. 

OUR AMERICAN 

SERIES | 
published by Dodd, Mead, and 
Company, New York City. 
Volumes in the series are:— 

ARBOR DAY 

CHRISTMAS 

EASTER | 

FLAG DAY 

INDEPENDENCE DAY 

LINCOLN’S BIRTHDAY 

MEMORIAL DAY 

MOTHER’S DAY 

THANKSGIVING DAY 

WASHINGTON’S BIRTHDAY 


ADVERTISING—GENERAL 


HOW ADVERTISEMETS ARE 
BUILT 
by Gilbert P. Farrar; published 
by D. Appleton and Company, 
New York City. 


HOLIDAY | 


? 
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MEET THE BOYS! 


To promote acquaintance, respect and mutual understanding of the splendid individuals who comprise 


Publix, these one-minute biographies are offered. They’re not printed as vanity ticklers for the s 


howmen 


here portrayed. We want the photo and biography of everyone in Publix for the benefit of everyone in 


Publix. 


R. A. BRENNER | 
R. A. Brenner, a graduate of 
Indiana University, who received 
his first taste 
of showman- 
ship while ex- 
ploiting foot- 
ball games 
for his alma 
mater, is 
manager of 
the Princess, 
Bloomington, 
Indiana. 
The Voder- 
schmitt 
Amusement 


Enterprises’ 


in Indiana 
employed 
Brenner, soon 
after his 
graduation, 
to do exploi- 
tation work 
for them, One 
year later, 
Brenner en- 
tered the 
m,ana gerial 
end of 
business, ob- 
taining a job as assistant man- 
ager of the Tivoli, Michigan City, 
Ind. He remained at this theatre 
for six months and was then 
transferred to the Marion and 
Munice theatres, Ind. as emer- 
gency manager, from where he 
was assigned to his present post. 
Brenner can speak both German 
and Spanish. 


R. A. Brenner 


GUSTAV W. CARLSON 


The present manager of the 
Peoples and Savoy theatres, Su- 
: perior, Wisc., 
Gustav W. 
Carlson, has 
been in the 
theatre game 
since 1914. He 


Finkelstein & 
Ruben’s Pal- 
ace, Minneap- 
olis, and 
worked his 
way up 
through the 
ranks while 
in the employ 
of that. or- 
ganization. 
Except 
when he was 
in the army 
during the 
World War, 
‘Carlson has 
devoted all 
his time in 
the F. & R. 
circuit, stud- 
ying theatre management and 
its various phases. He has also 
done considerable building of 
theatre fronts and exploitation of 
all descriptions. Carlson’s man- 
agerial assignments have been 
centered in Wisconsin and Min- 
_nesota, thus equipping him. with 
a ‘valuable knowledge of the re- 
actions of the people of that 
locale. 


G. W. Carlson 


the: 


EDWARD L. KIDWELL 


A University of Kansas gradu- 
ate who has had a rich and 
: varied theat- 
rical career 
is Edward L. 
Kidwell, 
manager of 
the Strand, 
‘Waterloo, Ia. 
Kidwell, 
started his 
theatre work 
as usher of 
the Burford, 
Arkansas 
City, Kansas, 
in 1919. His 
conscientious 
and excellent 
work was re- 
warded by 
rapid promo- 
tions and in 
1925 he was 
made assis- 
tant general 
manager of 
three houses, 
for that com- 
pany. He left 
: this organi- 
zation and joined the Dickenson 
Circuit remaining there until 1928, 
when he got a job with Universal 
as manager for two of their thea- 
tres. Realizing the advantages 
that were inherent in such an 
organization as Publix, Kidwell 
resigned from Universal to take 
an assistant managership with 
Publix at the Fort, Rock Island, 
Ill. He>rapidly adapted himself 
to the Publix Showmanship re- 
quirements and was soon ap- 
pointed house manager of the 
Paramount, Waterloo, Ia., from 
where he was transferred to his 
present assignment. 


HOMER LE TEMPT 


A manager who has had more 
than twelve years of theatrical 
ex perience, 
five of which 
were spentas 
a projection- 
ist, is Homer 
Le Tempt, 
graduate of 
the Managers’ 
School and at 
present as- 
signed to the 
Queen, Gal- 
veston Texas. 
Prior to his 
entrance into 
the school in 
1927, Le- 
Tempt work- 
ed as. assis- 


E. L. Kidwell 


manager and|’ 


projectionist 

for a local 

theatre. Upon 

the 

tion 

course at the 

Managers’ 
H. LeTempt School, Le- 
: Tempt was 
assigned to manage the Queen, 
Austin, Texas. A short while 
later he was transferred to the 
Majestic, in the same town then 
to his present. position. 


HOWARD C. HOLAH 


A former newspaperman who 
has had more than twenty-five 
years of the- 
atre expe- 
rience as pro- 
jection- 
ist, booker, 
picture ex- 
change and 
theatre man- 
ager is How- 
ard C. Holah, 
manager of 
the Birming-. 
ham, Birm- 
ingham, Mich. 

Holah’s first 
theatre job 
was as usher 
in the Ly- 
ceum and 
Cleveland 
theatres, 
Ohio in 19038. 
Realizing the 
value of a 
newspaper 
knowledge in 
the theatre 
game, he got 
a job in the advertising depart- 
ment of the Cleveland Press and 
Leader, two years later. He re- 
entered the theatre business in 
1907 filling the various capacities 
mentioned above, for different 
organizations, until 1916, when 
he again associated himself 
with a newspaper as manager 
of the motion picture dept. 
of the Chicago Herald. He 
left the Herald’ two years later 
and got a job at the Milwaukee 
Pathe Exchange. In 1920, Holah 
became manager of the Parkway, 
Madison, Wis. and has managed 
various theatres ever since. On 
Nov. 1, 1929 he joined Publix 
and was assigned to his present 
position. B% 


R. MASON HALL 


-R. Mason Hall, manager of the 
Liberty, Johnson City, Tenn., has 
been associ- 
ated with 
combination 
and picture 
houses for 
i more than 
twelve years. 
and is thor- 
oughly expe- 
rienced in ex- 
ploitation. 
Hall, who 
is a college 
graduate, 
served in the 


H. C. Holah 


Theatre, Inc., ~ 
in Welch, Va. 
in1918 andre- 
; mained with 
R. M. Hall them for four 
years, before 
purchasing his own theatrical 
enterprise. 
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A SHORT COURSE IN ADVER- 
TISING 
by Alex F. Osborne; published 
by Charles Scribner’s Sons, New 
York City. 
PSYCHOLOGY OF ADVERTIS- 
ING AND SELLING 
by E. K. Strong; published_by 
the McGraw Hill Pub. Co., New 
York City. 
ADVERTISING TO WOMEN | 
by Carl A. Naether; published 
by Prentice Hall, Inc., 70 Fifth 
Avenue, New York City. 
THE ART OF COLOR 
by Michel Jacobs; published by 
- Doubleday, Page and Company, 
Garden City, New York. 


ADVERTISING—LAYOUT 


ADVERTISING LAYOUT | 
by Frank H. Young; published 
by Pascal Covici, Chicago, Ill. 


LAYOUTS FOR ADVERTISING | 


by John Dell; published by Fred- 
erick J. Drake, Chicago, Ill. 


LAYOUT TECHNIQUE IN AD- 


VERTISING 


by Richard Surrey; published by 
the McGraw Hill Pub. Company, 
New York City. 


ADVERTISING—COPY 


THEORY AND PRACTICE OF | anvERTISING COPY 


ADVERTISING 
by S. Roland Hall; published by 
McGraw Hill Pub. Co. New 
York City. 
OUTDOOR ADVERTISING 
by Wilmot Lippincott; published 
by McGraw Hill Pub. Co., New 
York City. ° 


by George Burton Hotchkiss; 
- published by Harper Bros., New 
York City. 


COPY 


by George P. Metzger; published 
by Doubleday, Page and Com- 
pany, Garden City, New York. 


{ 


ADVERTISING— 
TYPOGRAPHY 


MAKING TYPE WORK 


EFFECTIVE TYPE USE FOR) 


ADVERTISING 
both by Benjamin Sherbow; pub- 
lished by the author at 50 Union 
Square, New York City. 
TYPOGRAPHY OF ADVER- 
TISEMENTS THAT PAY 
by Gilbert P. Farrar; published 
by D. Appleton and Company, 
New York City. 


MANUAL OF TYPOGRAPHIC | 


STANDARDS 


published by the advertising de- 
partment of the New York 
Times, New York City. 


NEWSPAPERS 


PUBLICITY 
by Wilder and Buell; published 
by the Donald Press Company, 
New York City. 

NEWSPAPER MAKEUP AND 

HEADLINES 
by Norman J. Radder; published 
by McGraw Hill Publishing Com- 
pany, New York City. 


WHAT IS NEWS? 


by Gerald W. Johnson; published 
by Alfred A. Knopf, New York 
ity. 


MUSIC 


COMMON SENSE OF MUSIC 
by Sigmund Spaeth; published 
by Boni and Liveright, New 
York City. 


BORODKIN’S GUIDE TO MO- 

TION PICTURE MUSIC 
_by Maurice M. Borodkin; pub- 
lished by the author. At the 
Home Office music department. 

THE SIMPLE STORY OF 

MUSIC 

by Charles D. Isaseson; publish- 
ed by Macy-Masius, New York 
City. 

WHAT WE HEAR IN MUSIC 
by Anne Shaw Faulkner; pub- 
lished by the Educational De- 
partment, Victor Talking Ma- 
chine Company, Camden, New 
Jersey. 

DECORATION — 
LIGHT AND SHADE AND 
THEIR APPPLICATION 

by M. Luckiesh; published by 
D. Van Nostrand Company, 
8 Warren, Place, New York City. 

ART OF DECORATING SHOW 

WINDOWS AND DISPLAY 

MERCHANDISE : 

_ by Lewis A. Rogers; published 
by the Merchant Record Com- 
pany, Chicago, IIl. a 

NEW BACKGROUNDS FOR A 

NEW AGE : 
by Edwin Avery Park; published 
by Harcourt, Brace, and Com- 
pany. 

HANDBOOK OF WINDOW DIS- 

PLAY 
by William Nelson Taft; pub- 
lished by McGraw Hill Pub. 
Company, New York City. 


TECHNICAL SUBJECTS 
HANDBOOK OF PROJECTION 


by F. H. Richardson; published | 


by Chalmers Pub. Company, 516 
Fifth Avenue, New York City. 


TELEGRAPH - RADIO 
TIE-UP PROVES 
BIG WINNER 


In connection with an organ 
broadcast over WCSH of Portland, — 
Maine, by Arthur Martel, guest © 
organist at the Strand, Portland, 
William T. Powell of the Portland 
district office made an effective 
tie-up with Western Union. 


Arrangements were made with 
the telegraph company to have 
every major Western Union office 
in Maine, New Hampshire and 
Vermont open between the hours: 
of 11.30 and 12.30 P. M., for re- 
ceipt of special messages. to 
Martel. With the exception of a 
very few of the larger cities, 
Western Union offices in New 
England usually close at 9.00 
P. M., and the announcements of 
the late opening were given ex- 
tensive publicity in every city. 
The Western Union also offered 
gift money orders as prizes for 
the telegram coming from. the 
point farthest from Portland, the 
first wire received, the best mu- 
sical number requested, and the 
first wire from Portland proper. 


The flood of wires received — 
necessitated the continuance of ~ 
the broadcast for an additional 
half hour, and New England 
Western Union officials expressed 
themselves as eager to participate 
with the Strand in further tie-ups. 

As a coincidence, the winner of 
the distance prize, E. O. Cutler of 
Kew Gardens, Long Island, had 


|luncheon the next day with Nor- 


man Collyer of Paramount Fam- 
ous Lasky. In telling Mr. Collyer 
of the incident he promised to re- 
ciprocate by turning the prize 


| money over to his children for a 


theatre party at the New York a 
Paramount. 


MANAGERS’ ROLES ~ 
QUALIFY GREEN — 


When Harry Green, the George @ 
Washington Cohen of vaudeville, — 
quits the screen, he plans to be- — 
come a Publix Theatre manager. © 


His screen roles are giving hima 


managerial schooling all his own. ~ 
He managed a picture theatre in — 
“Close Harmony,’ and a legiti- — 


mate theatre in the Moran and © 


Mack picture, ‘““‘Why Bring That 
Up?” Later he became Richard — 
Arlen’s manager in “The Man 1 © 
Love.” 

Now, according to recent an- 
nouncement from the Paramount 
studios, Green will manage Jack 
Oakie, fifth-rate pugilist 
breaks into society, in ‘‘Marco — 
Himself,” soon to be filmed from ~ 
the Octavus Roy Cohen story of © 
the same name. me 


Green joins a cast that already : 
includes Richard ‘Skeets’ Galla- — 
gher as well as Oakie, this trio © 


having provided the comedy ele- 4 


ment in ‘‘Close Harmony.”’ 


Organist Puts Over 
P. O. Tip In Big Way 


J. Ed. Gagnon, organist at the q 
Park Theatre in Barre, Vt., read 
in PUBLIX OPINION of the 


“Record-of-the-Week Club” organ- — 


ized by Bud Gray of the Metro- 
politan, Boston, and forthwith act- — 
ed on the tip. Idea was sold toa — 
local music store, which got behind — 
it in a big way in the newspapers. — 
Four records recommended by 
Gagnon for the first week were of 
numbers from pictures about to 
play at the Park, and the fifth 
was a Jesse Crawford recording, 
with the music store plugging him 
as organist at the New York Para- 
mount. 
SARE EI 3 EA ner mci AS 
THE PROCESS AND PRACTICE 
OF PHOTO-ENGRAVING 
by Harry H. Groesbeck, Jr.5 — 
published by Doubleday, Page 
and Company, New York City. 
STAGE LIGHTING 
by Theodore Fuchs; published 
by Little, Brown and Company, 
Boston, Mass. 


who | 


TOT a fee ey 


PUBLIX AD HEAD| 


EXPERIENCED 
SHOWMAN 


Tf the theory of pre-natal in- 
fluence is tenable, then a double- 
barrelled reason exists to explain 
the fact that A. M. Botsford is the 
most outstanding and capable 
chief of merchandising effort em- 
ployed by any theatre organization 
in the industry. (Dear Serk: Nou 
let me tell one—AM.B.) 

Grasp of the public in all its 
varying emotions, strata ‘and cir- 
cumstances was so deeply inbred 
in A. M. Botsford, General Direc- 
tor of Publix Advertising, Publi- 
city, Promotion, Merchandising 
and Public Relations, that it 
“aropped out in_the flesh’ at an 
early age. 

His father, the late E. M. Bots- 
ford, was the editor and publisher 
of daily newspapers in Rockford, 
[ll., and Quincy, Ill., from the time 
of his graduation at Princeton in 
1874 until. his death in 1908. 
That hectic period of Illinois his- 
tory included all the chaos of the 
post-Civil War period, with all the 
multitude of bitter and dramatic 
political creeds that the growing- 
pains of a pioneer state could 
pring into being. Mr. Botsford, 
Senior, could, and did, teach his 
son plenty. 

Gun-Toting Editors 

In those days, editors toted 
pistols (plural) and newspaper 
readers thought nothing of mur- 
dering a reporter before stopping 
their subscriptions. Making a 
personal issue out of public com- 
munity problems was the popular 
diversion. Under those circum- 
stances, A. M. Botsford first saw 
the light of day. His primary and 
high school education was punctu- 
ated with daily periods as a prin- 
ter’s apprentice, pressman’s aDp- 


prentice, sometime advertising 
copy-writer, salesman and ~ re= 
porter. 


When his father sold the Rock- 
ford Register-Gazette, and estab- 
lished the Quincy Daily Herald, 
his son soon found that the sleepy- 
appearing Mississippi river town 
of the old fashioned steam-boatin’ 
days was more turbulent and 
primitively human than anything 
he had ever heard or imagined. 
As a reporter, his daily grist of 
stories brought him in frequent 
daily contact with every kind of 
human emotion and reaction. As 
a small town reporter, he soon 
found that his experiences were of 
wider scope, and more intense, 
than would have been possible in 
a big town. 

In Quincy he was the sporting 
editor, the murder-expert, the 
eourts reporter, and he_ also 
checked into and upon all the 
activities of the federal, state and 
city governments. In a big town, 
he would have spent his time spec- 
jalizing and writing about one of 
these activities, to the exclusion of 
all the others. But in the very 
nature of small town journalism, 
he picked up a vivid experience in 
a few years that could not have 
been possible elsewhere. 

‘Felt’? Public Pulse 

The joys, sorrows and impulses 
of thousands of people under 
nearly every conceivable circum- 
stance became his own experience 
—even if it was second-hand by 
reportorial contact. He learned 
the “feel” of the gigantic public 
pulse, and he learned how to 
soothe or inflame, or amuse or 
educate that giant by writing in 
cadence with its heart-beats, as 
he had learned them by studying 
weeping mothers in gallows yards, 
or runaway flappers sobbing in 
jail matrons’ offices. 

Bank presidents, generals, may- 
ors, policemen, rich men, beggar 
men, doctors, lawyers, merchants 
and thieves; all added, through 
their happy or unhappy activities, 
to the fund of information and 
knowledge that Quincy’s boy re- 
porter was storing up for later 
use in expertly selling theatre tic- 
kets on a national scale. He 


learned to write “‘by ear,” but that} more was the star. 
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BOTSFORD TRAINED BY NEWS 


depend upon theirs. 


our tasks enjoyable. 
an important part of its s 


HOME OFFICE DEPARTMENTS 


Here is the tenth of a series of stories about Publix Home Office 
Department personalities who depend upon your effort, just as you 
To know and understand each other’s person- 
alities and problems will lighten the burdens of everyone, and make 
For this reason, PUBLIX OPINION is devoting 
pace to these brief biographical sketches. 


A. M. BOTSFORD 


Director of Advertising and Publicity 


ear was keenly attuned to the 


heartbeats of humanity. 


This is indicated by a glimpse 
at some ancient clippings of his 
news and feature stories, written 
just before he passed. the entrance 


‘requirements of Williams College, 


where in four years he acquired 
a D. K. E. fraternity pin and a 
Bachelor of Arts degree. It also 
polished his thinking and writing 
style, and gave him a fondness 
for the theatre, to such extent that 
in his first year he participated in 
all of the college dramatic society 
activities. 
Became City Editor 

He finished his college career 
as president of the student group 
of amateur actors, and returned 
to Quincy, where he became City 
Editor of the ‘‘Herald.” 

Somehow, the drama of local 
real life had lost its appeal for 
him, and he yearned for the 
glamorous unrealities of the foot- 
lights. So, for a year, he studied 
in New York at the Sargent 
School of Drama. 

“He proved an apt student, and 
found no difficulty in landing a 
job when he concluded his term. 
Frank Gilmore, now president of 
Equity, then in charge of the New 
Theatre Stock Company on the 
site of the present Century thea- 
tre, gave him a job as a second 
juvenile lead. He also played in 
dramatic stock in Buffalo, without 
arousing John Drew’s jealousy. 
Winthrop Ames accepted his serv- 
ices in Galsworthy’s “Pigeon” and 
so did Dillingham, who found use 
for his histrionic ability in two 
productions in which John Barry- 


Mr. Botsford 


was Barrymore’s understudy—and 
although the latter frequently re- 
ported for duty in various stages 
of indisposition, he never actually 
missed a performance, so Mr. 
Botsford never had a chance to 
let the public judge between them. 
Studied Audiences 

Another season saw him, study- 
ing audiences in a show. with 
Florence Reed, and in_ those 
days — when there was such 
a thing as “‘the road’’ for ‘“Tegit”’ 
shows—Quincy was a one night 
stand. After giving the Home 
Town a chance to see him in all 
the glory of his actorhood, he 
spent that night on a welcome 
parental featherbed with a com- 
plete home-cooked meal tucked 
between his ribs, forgetting the 
pitcher-and-washbowl hotels. and 
day coaches on hick railroads. So 
Miss Reed and her troupe went on 
to Keokuk, where the clam-fisher- 
men and employees of the button 
factory and C. B. & Q. railroad 
saw her with the entire original 
New York cast intact—except A. 
M. Botsford. 

Mr. Botsford was otherwise en- 
gaged at the moment, writing up 
for the Quincy Herald, the ac- 
count of Mrs. Sprudel’s _ buff- 
cochins which had scratched up 
the sweet-peas in Mrs. Dewegap’s 
garden. It seems that this in- 
cident resulted in a spite-fence on 
the Sprudel-Dewgap property line, 
and was really the underlying mo- 
tive in Junior Dewgap being the 
defendant before Justice of the 
Peace Elmer Miller. Ordinance 
Number 547 distinctly specifies 
against small boys using the ud- 


ders of neighborly milch-cows 


Swope. 
you for a Man With a Mission!”’ 


for air-rifle targets, and a com- 
plaint particularly specified the 
Sprudel’s Jersey, yclept ‘Edna.’ 
That spite fence activity seemed 
to spread—and its ramifications 
almost became an industry in 
Quincy which threatenéd to ab- 
sorb the entire Botsford literary 
output. Anyway, two years later, 
Old Grandpap Sprudel had set fire 
to the haymow of one of the Dew- 
gap in-laws over on the other side 
of the town, near Persimmon 
street, and it was a hot day—the 
very day the Maccabees had their 
picnic. ‘Oh, For God’s Sake! 
“Ain’t This Ever Gonna End!” 
shouted Mr. Botsford when that 
Dewgap-Sprudel holocaust crowd- 
ed the Maccabee Picnic Potato- 
Race awards off Page One. Being 
the one person in the Daily Herald 
office who knew all about the en- 
tire history of the Dewgap-Sprudel 


,matter, it looked as though he’d 


have to outlive all the Dewgaps 
and all the Sprudels in order to 
ever write about anything else. 
St. Louis Bound 

The next day the “With the 
Stork” Editor reported that the 
latest batch of Sprudels brought 
in at least ten more Sprudel-Dem- 
ocrats. “I refuse to spend my life 
being the official historian of the 
lives and loves of the Sprudels and 


Dewgaps!’’ young Mr. Botsford 
screamed when he heard of it. 
While Old Man Tucker, the ex- 
change editor, polished his glass- 
eye, aghast, the up-and-coming 
Mr. Botsford snatched up his hat, 
skidded over the tobacco-juice 
near the Personal-and-Society Edi- 
tress’ desk—and made the C. C. 
Cc. & St. L. milk-local by a hand- 
hold, bound for St. Louis. 

“I’m a reporter,” he breathless- 


ly exclaimed on arrival, to Herbert 


Bayard Swope, who was then visit- 
ing old friends on the “St. Louis 
Globe-Democrat.”* 

“My-yy God!” faltered Mr. 
“T would have mistaken 


In penance he gave Mr. Botsford 


a job some several thousand miles 


away, on his own newspaper, the 
“New York World.” 

He appeared on the weekly pay- 
roll of the ‘‘New York World” as 
a staff writer until 1917, by which 
time he gained the reputation on 


that Democratic newspaper of hav- 


ing a most effective knack of writ- 
ing accounts of the doings of the 
Republicans. Mr. Botsford’s writ- 


‘ing manners did not tamper with 


the truth, nor did they leave much 
aid and comfort for the Republi- 
cans. He also became intimately 
acquainted, through personal in- 
terviews, with the moods and mo- 
tives of as choice an assortment 
of scamps and heroes as paraded 
daily through the news-grist of 
one of America’s greatest daily 
newspapers. 
Drenching Magazines — 

Scamps and heroes get tiresome, 
even on the basis of daily change 
of faces, so when John Flinn of- 
fered an opportunity for Mr. Bots- 
ford to use his showmanship and 
literary talents and understanding 
of the public mind, for the benefit 
of Paramount Pictures, Mr. Bots- 
ford took it, for better or worse. 
From 1917 until a few years later, 
the movie-fan magazines were 
drenched with picture layouts of 
Paramount stars, and stories 
about Why Wallie Reid Preferred 
Mauve Neckties. He even de- 
scended, or ascended, to the prac- 
tice of digging up pie-recipes and 
palming them off as the favorite 
culinary passion of Marguerite 
Clark, et al. 

“Bnough of this!” he shouted 
one day, when he was nearly 
starved to death in a Childs res- 
taurant, while day-dreaming about 
pies like the ones he wrote about. 
“From now on, I’m going to be a 
man of honor.’ He made up his 
mind then and there, never to 
write any more pie stories. 

The very next day, while wish- 
ing for pie-less pursuits, he was 
called in by Jerry Beatty, then 
Advertising Manager for Para- 
mount. ‘Your stories about Pe- 
trova’s Blueberry Pies,” he said, 
“have caused a run on the blue- 
berry mines of Afghanistan and 
Baluchistan. On account of the 
high protective Democratic tariff 


PAPERS 


on blueberries, America now faces 
a bull market on _ blue-berries, 
while our own native razzberry 
market is dying of starvation. The 
American Razzberry Producers 
and Distributors are up in arms as 
a result, and have petitioned Con- 
gress to close all theatres in re- 
taliation, on Thursday. It looks 
like the exhibitors’ wrath will fall 
upon Paramount’s head as a result 
of what you started. Therefore, 
as of today, you’re promoted to be 
Assistant Advertising Manager, 
and we’ll get Russ Holman to do 
the fan-magazine stuff and boost 
American Razzberries as Gloria 
Swanson Loves ’Em!”’ 
Drafted by Publix 

Whatever it was that they used 
to say in 1917, before that 
“Okay!’’ reply business set in, 
was the cheerful answer made by 
Mr. Botsford. He set to work 
writing press-book ads under Mr. 
Beatty’s direction. Later, when 
Mr. Beatty went to Hollywood, 
where he later emerged as the 
publicity chief for the Will Hays 
organization, Mr. Botsford was ad- 
vanced to his job. When Publix 
was organized, Mr. Katz drafted 
him from Paramount with the re- 
luctant consent of Messrs. Lasky, 
Kent, et al. Next July will round 
out thirteen years of his effective 
service in the livery of the Para- 
mount-Publix organization, during 
which time none of his assistants 
ever called him ‘“‘chief’’ to his face. 

“In getting into theatre opera- 
tion I found that I had to com- 
pletely change the viewpoints I 
held while working in the distri- 
bution department. The scope of 
theatre operation was so much 
larger, and more intense, that the 
experience proved more interest- 
ing than anything I had ever 
known,” reminisced Mr. Botsford.. 
‘The expansion of the circuit from 
250 theatres to nearly 1200 was 
accomplished swiftly, but the Ad- 
vertising and Publicity Depart- 
ment of Publix kept pace with the 
break-neck speed, without much 
complaint, and a few bouquets. 

Old Type Passes 

“In the five years of Publix’ 
existence, I have witnessed the 
passing of the old circus type of 
press-agentry, and of the dishon- 
est press-agent. Publix, and Par- 
amount, perhaps, have had more 
to do with the development of 
sane merchandising and selling of 
theatre product than any other in- 
fluence in the business, due to the 


policies formulated by Messrs. Zu- 


kor, Lasky, Kent, Katz and Dem- 
bow, and rigorously carried out by 
the entire army of Paramount- 
Publix showmen. 


“Merchandising of theatre prod- | 
uct is a legitimate business now, | 


and has been for some time. To- 
day, more than ever, the value of 
newspaper display advertising is 
recognized as the mainstay of the 
job of selling tickets. This opens 
the field to legitimate writers and 
thinkers and businessmen, and au- 
tomatically eliminates most of the 
merchandising trickery that for 
decades clouded show business. 
There is a very strong drift away 
from outdoor advertising today, 
because of the knowledge that 
newspapers, supplemented by 
radio, do the job more effectively. 
In my opinion, directed sales ap- 
peal on a national scale should be 
made in the proportion of 85 per 
cent in English language daily 
newspapers and 10 per cent on 
screen-trailers and theatre fronts. 
Radio effort, I think, sells four per 
cent of the tickets and the other 
one per cent covers all other 
media.” 

‘“‘Are you sorry you didn’t stay 
in the acting business?’’ your 
Editor asked Mr. Botsford, who 
just then was trying to make the 
company’s contractual obligations 
with a vainglorious male singing- 
star fit into the dictates of ef- 
fective theatre advertising prac- 
tice. 

“Why bring that up?’ he mor- 
anandmacked, closing an interview 
which reflected the quiet, modest 
affability, the quick penetrating 
humor and the shrewd but indul- 
gent insight into human foibles 
which make him the ablest yet 
most popular Boss Advertising 
Man in the amusement industry. 
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ALERT IDAHO MANAGER SHOWS SPIRIT! 


‘NEVER-SAY-DIE? 
- SHOWMANSHIP. 
EXEMPLIFIED 


One of the most outstanding 
examples of the sort of resource- 
ful, alert, ‘“‘never-say-die” show- 
manship that has. ever come to 
the attention of Your Editor is 
contained in information  re- 
ceived from Twin Falls, Idaho, 
last week. os 

Despite the fact that this in- 

_ formation is contained in a four 
page single spaced typewritten 
letter, your Editor asks you to 
read every word im it, and see to 
it that your entire staff reads it 
in its entirety. Publix Opinion 
has not changed a single word 
of the letter, which is reproduced 
in the adjoining three columns, in 
order to be sure that the daunt- 
less spirit and resourcefulness it 
displays, will permeate the entire 
Publix organization. : 

Doubtless when this letter is 
read by Mr. Katz and Mr. Chat- 
kin, the showmanship of Joe 
Koehler, manager of the Idaho 
Theatre, will come in for de- 
served congratulations, to add to 
those he has already received 
from District Manager Harry 
David. 


Kibitzer Contest 
Sells Picture 
for Shea's 


A “Kibitzer’? Definition Contest 
tie-up with the Buffalo Times en- 
abled the Shea’s Buffalo: Theatre 
to make the town so Kibitzer 
minded that when the picture 
played during anniversary week 
the box-office showed one of the 
largest grosses in its history. 
C. B. Taylor, Publicity Director of 
the theatre, was responsible. 
The contest ran for a full week, 
opening on Monday four days in 
advance of the showing and con- 
tinuing until the following Mon- 
day. Five dollars was offered as 
first prize each day and five pairs 
of passes for the runners up. 

The Times played up the con- 
test several days on page one and 
gave it unusual prominence 
throughout its duration, illustrat- 

ing the winning Kibitzer defini- 
tions with cartoons inserted in the 
story. Thousands of replies were 
received, with the result that be- 
fore the picture opened’ everybody 
in town was talking Kibitzer. 


CLUB CONVENES 
TO THEATRE 


C. T. Perrin, besides being man- 
ager of the Publix Rex, Greeley, 
Colo. is also a member of the lo- 
eal Kiwanis Club. He put this 
fact to good advantage in arrang- 
ing a Thanksgiving theatre party 
for the other members and their 
wives. 

Inasmuch as a meeting was to 
be held that day, little persuasion 
on Perrin’s part was necessary to 
assure the theatre attendance of 
the members and their wives, at 
full admission price. The affair 
proved so enjoyable, that future 
theatre parties, after meetings, 
have been planned. Bring this 
social idea up at your next fra- 
ternal meeting! 


Paul S. White formerly man-. 
ager of the Strand, Muncie, has 
assumed the management of the 
Paramount, Anderson, Ind., re- 
placing J. O’Rourke resigned. 


‘also ask their friends to phone their friends. 
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YOU’RE RIGHT, THIS IS ONE FOR THE BOOK! 
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BENJ. H. SERKOWICH, Editor 
Publix Opinion ; 
Paramount Bldg., Times Square 
New York City, N. Y. 


Twin Falls, Idaho 


Dear Mr. Serkowich:— 


There’s a saying: “You Can’t Make A Race Horse Out Of A Jackass” but I think that here is one 
for the book: 


Saturday, Jan. 11th, at 10:02 P. M., one of our projection machines went haywire, by the cam 


wheel cam pin breaking off caught in star wheel inside of the intermittent froze the intermediate and | 


the main drive gears stripping them both and bending the shafts. At 10:05 P. M. we had Salt Lake 
City on the wire instructing them to ship us one of the emergency Simplex heads on the train that 
left there at 11:50 P. M., which would arrive in Twin Falls the next day at 11:55 A. M. We ran the 
balance of the show on one machine (we run until 12 midnight on Saturday) and in between reels we 
would stick our head out of the port 
The Spool.’’ ve ‘ : 
Everybody took things in good humor, and we finished the last show at 12:20 
thing went along fine until when; we were on the last reel of 
show when at 2:35—-bang and the other machine broke down jamming the whole works gears, shafts, 
pins, wheels, and what have you. Again we got on the wire calling Salt Lake and everybody there, we 
finally at 3:15 A. M. raised Wm. Borack booker for this district told him our trouble at the same time 
requesting that he get ahold of somebody and tell them to get another Simplex head, load it in a car and 
head for Twin Falls. Borack said he would see what he could do and ‘phone me back. 4:15 A. M. 
Borack phoned that he could not raise anybody and as Mr. Harry David our Division Manager was 
enroute from Boise, Idaho to Salt Lake City that as soon as David arrived he would take the matter up 
with Mr. David. This would be too late for him to be of any service to us, as it is 400 miles to Twin 
Falls. On Sunday we do anywhere from $350.00 to $1295 in this house seating 526. I eould not 
afford to lose my Sunday business. I hung up on Mr. Borack, Here I was; 400 miles away from 
anywhere 2 broken machines. My chief operator was still here with me, and [ issued instructions for 
him to start right in tearing the two machines down, that % was going out scouting, for just then I 
remembered that a theatre which was located just opposite to us, which had closed down about two years 
ago, used when operating; two old Simplex machines. One of the managers had turned farmer and was 
located somewhere in the county. The other one was located in a village 8 miles from Twin Falls. So 
to him we went first, got him out of bed and got directions as to how to find his old partner. It was 
dark as h—1 and all I had was country directions (if you get what I mean). At 6:16 A. M. I located 
the two old machine heads up in the hay loft of an old barn. It was 5 below zero while we were driving 
around the country making the search. We arrived back at the theatre, at 6:30 A.M. found the 
operator still there working. 


A. M. and every- 
the rehearsal of the feature for the next 


JUST ONE DURN THING AFTER ANOTHER 


The machine heads were too cold to work with, so we told the operator to go home and get a 
couple of hours sleep and that I would do the same. 


At 9:00 A. M. I was back down at the theatre phoned the operator and told him to come right 
down, which he did and we both got to work, tearing the 2 machine heads to pieces and then assem- 
bling them into one machine, using the best out of the two parts. You can realize the condition of 
the two heads that had stood for 2 years in an open hay loft. 

At 11:55 the first head that we had ordered to to be sent from 
meet the train to bring it right up to the theatre, but lo and behold 
that it was in very bad condition with broken parts. 
our doors for the afternoon show. 


I right then understood what made the Wildcat wild! We succeeded in getting the one head 
assembled and mounted at 2:13 P. M. and gave the orders of ‘On With The Show’ and for 4 reels 
used just the one machine, and finished mounting the second head just in time to make a perfect 
change over on the fifth reel and am proud to report that Harvey E. Madsen my chief operator had 
made two perfect jobs of repairs with nothing but junk to work with, and we are also proud to state 
that we grossed $462.30 on the day when at 6:20 A. M. it looked very much like we would not be able 
to operate. 


Now here is the funny part of this, just a week to the day before this happened on a Saturday 
night at 5:50 a low bearing in our motor generator went out, causing the armature to strike the field 
coil and we were told that it would be impossible for us to operate Saturday night as we had only D.C. 
hooked up. The electricians informed us that they could not run open wires. We have been told 
many times, that; You Can’t Arrest The Mayor! but still they just done it in Mullins, Idaho, and for 
good measure arrested the Chief Of Police, The Sheriff and the whole works and not satisfied with 
that they sent them all to jail and the Pen. So I said to myself; It can be done, at 6:15 Madsen my 
operator and I started to hook up the A.C. On Saturday night our regular show starts at 6:50, but 
we gave them a 15 minute wait, and at 7:05 I gave the order “On with the show.” In the mean time 
I had my wife phone to a Norwegian machinist, showed him what I wanted done. We tore down the 
motor generator, and was informed that it would take 5 hours at least to cut out the old bearings, make 
a new one, and turn down the armature, then there would be the mounting and hooking up to follow 
and therefore we would not gain anything, so he would go down to his shop in the morning and do 
the work. I gave him five trip passes, and told him that if he had the motor generator running by 
9:30 that night that I would give him 5 more trip passes and would you believe, it the d—n Nor- 
wegian collected them. We only took in $273.40 during the evening show but with the $462.30 makes 
a total of $735.70 that we got after we were told twice within a period of 9 days that it would be im- 
possible to operate. “ 


S. L. C. arrived, we had a taxi to 
when we opened it up, we found 
Just one hour and 20 minutes before we opened 


COPPING GREATEST EVENT OF THE YEAR 


Everything in this district originates from the Twin Falls Canal Company a $25,000,000 Corpora- 
tion. The stockholders are the farmers. The Annual Stockholders’ Meeting and Election is the great- 
est event of the year and is held in one of the theatres. The Orpheum, our opposition is the larger 
house seating 788 against our 526, and as a rule they get the meeting, and had it scheduled for this 
year, but—four days before the scheduled meeting the manager welshed, and hollered for more money, 
the manager of the Canal Co. phoned me inquiring if the Company could have our theatre for the meet- 
ing. I inquired as to the trouble with the Orpheum and he gave me the information as above. 

I did not want to show him that I was too anxious for the meeting go I stalled him off telling him 
that I had to take up the renting of the theatre with my home office at Salt Lake, which I would do 
at once, but, for him to not do anything until he heard from me. At that I did not tell him a lie for 
I did try to get ahold of Mr. David, but he was enroute from Idaho Falls to Boise, so at 6:30 last Fri- 
day night I called the Canal Co. Mer. and told him I was pleased to say that Mr. David, our Div. Man- 
ager Of Publix theatres thru his Secretary said to let them have the theatre for the Annual Meeting, 
and On Sat. A. M. when I talked to the manager again I informed him that Mr. David had said that 
if I had not met the emergency in the manner that I had done, that he would have been compelled to 
give me h—1 on his next visit here. 

We had the 24th Annual meeting in the theatre yesterday (Jan. 14th.) from 10 A. M. until 3:45 
P. M. I had everybody on the job, ushers, doormen and Yours merrily, Joe-K; Then I sprung a sur- 
prise on them, as follows: The snow had been falling and it was 1 below zero. The farmers come 
from miles around and bring their families with them (when the weather is good). Knowing that 
due to the weather they would have the women and children behind, I made arrangements with Sta- 
tion K G I Q to Broadcast the proceedings of the meeting from our stage. (No! Nota dime!) with 
myself as the announcer. I had the announcement of the Broadcast in the morning paper, and at 6 
A. M. we started to broadcast it over the station as well as over station KFXD located in Jerome Idaho 
at the same time asking those listening to phone their friends to tune in on either of the two stations 
and they would get the report of the Canal meeting. Then at 8 A. M. I phoned to a friend in each of 
ten small surrounding towns asking them to phone to ten of their friends to spread the news, and to 
This was done and we had an endless chain of phone 
calls on the wires. Mr. Gollings, District Manager of the Telephone Co. informed the writer today, 
that yesterday (1/15) was the heaviest business that his company has had since he has had charge of 
the district which he took over 2 years ago. Station KGIQ had the biggest audience of listeners they 


teaser 
section was inserted twice in the 
aes paper and once in the week- 
y. 
four pages—three devoted to mér- 
chants’ ads and the front page, to 
the rules of the contest and a 
comprehensive narration of the 
pictures to play at the Austin for 
the following weeks. ! 


and repeat: ‘‘Just A Moment Folks While The Operator Changes. 


SMALL TOWN 


An effective bit of salesmanship 


was performed by S. L. Oakley, 
manager of the Publix Austin, 
Nacogdoches, Texas, in arranging 
a “Know Your Stars” contest. 


All of the local exclusive mer- 


chants were solicited to pay for 
three special sections, which were 
preceded by stories on the front | 
page of the town paper, playing | 
up the contest in the form of a. 


campaign. This special, 


The section was made up of 


The eighteen merchants ‘whose 


ads appear in the section donated 
three prizes each, to be awarded 
on the stage of the Austin to the 
contestants guessing the stars cor- 
rectly and who submit the best 
250 word essay on a given gsub- 
ject. 
novation in Nacogdoches, it goes 
without saying that it is “going 
over big.’’ 
an inspiration to other small town 
managers. 


———————— —!: = 


ever had since they first went on 
the air. 


Inasmuch as this is an in- 


This contest should be 


35,000 people in this district all 


interested in one thing, in hearing 
the reports of the meeting and the 
returns of the election, 
people being told and thinking of 
the IDAHO THEATRE, 
people who heard the report of 

the Engineer and General Man- 

ager Of The Canal Co. preface — 
his report with remarks to the 

effect, that he wanted everybody 

to know ‘that the Idaho One Of 

The Publix Theatres had saved the 

day for the Canal Co. and that 

he was requesting a standing vote 

of thanks to the Publix Theatres 

Corp. and their local Manager, 

Joe-K; and that same be spread 

on the minutes of the meeting. 


35,000 
35,000 


At the close of the meeting the 


Chairman of the Board of Direc- 
tors, in his closing remarks, stated 
that he had attended every meet- 
ing for the 24 years, and that they 
(the Stockholders) had received 
more service at this present meet- 
ing than in all the other 23 meet- 
ings put together. ok 


All of this went out on the air 


and today more so than ever, The 
Idaho theatre is the most popular 
spot on the Twin Falls Irrigation 
Tract. 
$35 to say nice things about 
us. 
ers to the Radio Audience and you 
can bet the old Grey Mare that I 
never lost a chance to inform the 
listeners-in that the broadcast was. 
coming from; The Idaho One Of 
The Publix Theatre The Official 
Home Of Paramount Pictures. 


And the Canal Co. paid us 


We introduced all the speak- 


In March I will have been in 


the business 28 years and in all 
that time I don’t think that I ever 
pulled off a better ‘GOOD WILL 
BUILDER.’ 


Now if you can make anything . 


out of what I have written, you 
are welcome to it but I would like 
to know if you ever heard before 
of a manager picking a Simplex 
head out of the air? 


As stated before this, is my first. 


letter to you and therefore I trust 
that you will excuse the length of 
it, which if you do, I promise not 
to bother you for another six 
months, that is unless ‘you ask me 
to. 


‘Thanking you in advance for 


your kind indulgence, with kind- 
est regards, and thinks for the 
nice things that you have been 
writing about me in your columns, 
in Publix Opinion, I am, 


Joe Koehler 


NOVEL CONTEST 


Ba 


IS SENSATION IN. 


| 


Staff Must Help 
Create Frame 
of Mind 


Patrons attending a Publix thea- 
tre are seeking a commodity 
which lies largely in the hands of 
the service staff. 

This, in brief, was the message 
imparied to the service staff of 
the Alabama Theatre, Birming- 
ham, by Assistant-Manager Virgil 
Wadkins in a talk which em- 
phasized the fact that a theatre 
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sold a frame of mind and nothing 
more tangible. 

One of the functions of the 
service staff is to help build a 
happy frame of mind by the ut- 
most courtesy and helpfulness. 
Any failure is thus a breach of 
faith to both the patron and Pub- 
lix. 

The editorial entitled ‘‘Vandal- 
ism’’ in last week’s issue of PUB- 
LIX OPINION stated just as em- 
phactically that any act of rude- 
ness was a form of destruction of 
company property. This is so be- 
eause every patron today knows 
that he is buying Publix service 
as well as entertainment every 
time he enters one of the Publix 
Theatres. 


————— 


GOOD WILL! 


Next to watching your box office, watch your good will! 
It is an asset that will pay dividends in larger gold nuggets 


than you realize. 


Of course if you are on your toes and know 


the true value of good will, then you already know how im- 


portant it is! 


And this good will applies not only co the patruns who 


attend your theatre. 
you and with you. 
in your town. ; 


It applies to the people who work for 
And it applies especially to the newspapers 


Cultivate the good will of the newspaper people in your 


city. 


Work for it, it is worth it. 


Below is photographic proof of the value of good will. 

In Chicago, where the loop sometimes darkens until it 
looks like midnight at high noon, a newspaper photographer 
was sent out on a roving assignment to bring back a picture 
showing what the unusual darkened condition did to the loop. 

Because the Publix-Balaban and Katz gang in Chicago pos- 


sess the goed will 


of every newspaper reporter and photogra- 


pher in the city, the photographer did what others before him 
have done many times ovcr-—he shot the fronts of two Publix- 
Balaben and K-tz theatres showing the lights on and the at- 


traction signs bl zing. 


Cf eourse this picture was just what 


his editor wani:d---but thit photographer could have gotten 


it elsewhere. 


And the editer esuld have caused the attractions 


to be routed out—but he did not. 
That is good will! 


NIGHT DURING DAY.- 


ie 


= ‘The darkness of night closed down on the loop at 
high noon today as heavy impenetrable clouds kept out | columbia, S. C., has been deferred 
the sun’s rays and held in the smoke in the atmosphere, 
This scene was made looking west on Randolph st, from 


State st. 


Photo bs. eas Evening American staff photographer, 
es 


PRINTED FREE! 


-A throwaway in the form of a two page fold over put out by the 
Publix Lyric Theatre of Blue Island, Illinois, but paid for by the 
bank. Easy to promote and can be used not only for Christmas Clubs 
but for Thrift Clubs at any time of the year. 
Distributed at theatre, bank, and other places. 


Note the calendar. 
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THEATRE -¢ « 


Starting The Greater Show Season of 1930 
JANUARY PROGRAM 


Sun. Mon. - Tues. 


Coming Soon: Wel|you have the right 
come Danger, Point- 
ed Heels, Dynamite 
Rio Rita. 


to expect the best at 
‘\a Publix Theatre 


By 6 7 
Evelyn Brent Joan Crawford 
In In 
“Broadway” ‘Untamed’ 


Wed. - Thurs. Fri. - Sat. 


1 2 3 4 


Richard Barthelmess| McLaglen and Lowe 


In in “The Cockeyed 


“Young Nowbheres’’ | World” 


8 a) 10 11 
Norma Terris 
in “Married in In 


Geo. Bancroft 


Hollywood” “The Mighty” 


12 Toe 4 15 gee ea ae rer ee 


Mary Brain Virginia Valli 
in “The Marriage In - 
Playground” “Isle Of Lost Ships” 


Dolores Del Rio 


“Evangeline” 


30 Stars 
In In : 
“Hollywood Revue” 


19 PAB EO BA BB 23 24 25 


Robt Armstrong: Ann Pennington 
In “Gold Diggers of 
“The Racketeer” Broadway” “So 


26 27 28 29 30 31 
Greta Garbo 


Janet Gaynor Will Rogers 
In “They Had to See 
“Christina” Paris” 


All Star Cast 


Buddy Rogers 
In In 
This ts College’’| “Halfway to Heaven” 


Feb. 1 
Nancy Carroll 
In In 
“The Kiss” “Sweetie: 


Program Subject to change 


Walter Immerman 


Takes Charge 
in Detroit 


With the retirement of George| the Publix Royal, Kansas 


W. Trendle, General Manager of 
Kunsky Theatre enterprises, Wal- 
ter Immerman has assumed active 


troit and vicinity. 


KIBITZER STUNT 


AIDS PATRONAGE 


“Letting the newspaper do the 
giving and take the credit, nearly 
always works out so that the thea- 
tre gets what counts—the results,” 
says E. S. C. Coppock, manager of 
City, 


BOSTON EFFORT 


SETS RECORD 
AT “MET 


Tremendous exploitation effort 
put forth by Manager Larry Bearg 
and Publicity Director MHarry 
Browning of the Metropolitan, 
Boston, on Paramount’s ‘The 
Kibitzer’’ and a personal appear- 
ance of Amos ’n’ Andy, resulted 
in a new house record. 

Tying up with the local radio 
station which broadcasts’ the 
nightly ‘‘Amos ’n’ Andy” pro- 
grams, an announcement was in- 
terpolated before and after each 
program to the effect that they . 
would appear at the Metropolitan 
the week of January 9. Used for 
three weeks, this reached, direct- 
ly, their entire New England radio 
following, at no cost to the thea- 
tre. The Pepsodent Company saw 
to it that window cards went into 
every drug store in Boston and 
suburbs, and these cards promised 
one hundred autographed photos 
of Amos ’n’ Andy to holders of 
corresponding-numbered ticket 
stubs on Monday night. 

The New York, New Haven and 
Hartford R. R. Co. and the Boston 
and Albany paid for and placed 
in all their stations throughout 
New England, one-sheets announ- 
cing the only New England ap- 
pearance of the radio stars. A 
Postal Telegraph tie-up, featuring 
extensive display of a wire to 
Bearg from Amos ’n’ Andy, com- 
pleted the effort expended on the 
stage attraction. 

“The Kibitzer’ was by no 
means neglected in the campaign, 
and the unusual angle of featuring 
it above Amos ’n’ Andy in all ad- 
vertising and display enhanced its 
drawing power tremendously. 
Street banners gave the picture 
twice the flash the added attrac- 
tion received, with the result that 
it was sold most convincingly. All 
paper sacks used for two weeks 
by the many branches of the 
United Markets bore copy on the 
program, with prizes in gold of- 
fered by the grocery chain to hol- 
ders of imprinted coupons, provid- 
ed they visited the ‘‘Met’”’ Monday, 
when winners were posted in the 
lobby. A ginger ale company 
‘went’ for heralds and ‘‘Kibitzer 
Union” cards. One-sheets entirely 
in Jewish, even to the theatre 
name, were used in conjunction 
with advertising in the Jewish 
press. 

Finale of the campaign was pos- 
ing of Amos ’n’ Andy with Gover- 
nor Allen of Massachusetts, for 


Mo., in connection with planting|2e¢wspaper photographs. 


contests, etc., in local papers. 


J. H. Seidelman, assistant man- 


This statement is the result of a/ acer of the Paramount foreign 
charge as General Manager of the| “Kibitzer” contest held in conjunc- Acpartdcnt has gone to Cuba Fs 
Publix Theatres operation in De-| tion with the Journal-Post. Dollar|, pusiness trip which is to include 


terminated his theatre activities| tants giving the best definition of 
in order to devote his time to his|that word. One and two column| ing to patron popularity. 
radio broadcasting interests and|stories broke in the paper daily 


his duties as Fire Commissioner | during the run of the picture at| Loons, 
He was one of the or-| the Royal, which aided the sale of| worked this policy for 74 consecu- 


of Detroit. 


ganizers and partners in the Kun-| tickets. 


sky .Theatres Corporation and 
after the chain was taken over by 
Publix last fall, he remained as 
head of the operation until Pub- 
lix could make other arrange- 
ments. 

Mr. Immerman has been identi- 
fied with the B. & K. and Publix 
Theatres of Chicago for the past 
four years. He opened the Michi- 
gan Theatre in Detroit and then 
took over the management of the 
Lubliner & Trinz circuit in Chi- 
cago, from which assignment he 
returned to Detroit to become 
General Manager of the Publix 
chain. 

With the recent acquisition of. 
the Munz Theatres the Publix in- 
terests in Detroit now include 
seven first run houses; the Michi- 
gan, Paramount, Fisher, United 
Artists, Adams, Madison and 
eight deluxe and sound houses in 
the neighborhood and adjoining 
communities; the Riviera, Annex, 
Redford, Birmingham, Royal Oak, 


La Salle Gardens, Tuxedo, and 
Alhambra. 
Opening of the Rex Theatre, 


until Friday, February ‘7th. 
Walter Hibge, present assistant 
manager at the Imperial, Colum- 
bia, will manage the Rex. 


POLICY CHANGED 


Mr. Trendle| prizes were given to those contes-| Jamaica and Panama. 


Louisville 
successfully 


Davidson’s 
have 


Walter 
who 


tive weeks in Kansas City and re- 
peated this success in other towns, 
have been engaged for the first 
four weeks. Harlan Christie is 


AT PICCADILLY |the master of ceremonies of this 


band. Talent appearing in unit 
shows and laying off between 


The policy of the Piccadilly | Pittsburgh and Buffalo will be 


Theatre, Rochester, will be revised | used 


in connection with this 


to a form of band policy that will | policy. 


include two or three live acts pre- 


John Loder, of the Paramount 


sented in front of a “name” band. | Toledo, has recently been, assigned 
The talent will be changed weekly|as Director of Advertising and 
and the band periodically accord-| Publicity for this theatre. 


by Publix theatres. 


ail 
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FOREIGN HOLIDAYS 


From Arch Reeve, publicist of the Paramount West Coast 
Studios, comes a clipping telling of a newspaper in a cosmo- 
politan city which takes notice of the natal day of each nation 
which contributed to the population of the town. 
days, the paper flies the flag of that nation over its building, 
thereby gaining much valuable comment and goodwill. 


Mr. Reeve suggests similar observance of national holidays 


Many such holidays are listed in the Publix Opinion ‘‘Re- 
minder Calendar,” now in process of distribution. 
have probably been overlooked, however, and therefore, if 
everyone in Publix who knows or has and celebrates any holi- 
days of foreign significance will send them in, as complete a 
list as possible will be printed. 


Sil : 


On such 


Many more 


a pam i tok full-week or 6 
features, shorts, trail 
campaign plans.) 
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“PUBLIX OPINION” DAILY FORECAST. 


REMINDER’ | CALENDAI 


lit week policy, keep your program: or each week, Jot down titles, stars, 


plore 
lers, footage, running time, running order, distributor, stage Bieta lobby-talent and tal 


—1930— 


TO ANTICIPATE YOUR NEEDS - 


‘This Dirccsiowal ttickler” index, to forecast “future events,” has been prepared to sup- 
plement the bound volume of PUBLIX OPINION which has already been sent to you. It. 
is designed to serve the following three main purposes: 


1. To indicate sufficiently in advance those holidays, seasons and special 
occasions that require particular exploitation effort so that adequate 
preparation can be made for them. 


(2. ‘To suggest specific “ticket-selling” stimulation for every occasion by 
reference to the regular index included in the bound volume. 


3. To serve as a constant reminder of the fantamental principles of daily 
theatre operation and showmanship. 


DON’T FORGET 
to include Publix 
and Paramount 
trademarks in all 
your ads, trailers 
and posters 


Are you building — 
SUNDAY matinee 
business? (See 
PUBLIX OPINION, 
Vol. III, Nos. 10,12) 


Lincoln’s 
Birthday is 
February 12th. Stunts? 
Tie-ups? Copy slant? 
Parades? Decorations? 
Trailers? Ads? 
Contests? 
Program unit? 
Music? 


Are you building 
SUNDAY matinee 
business? (See 
PUBLIX OPINION, 
Vol. III, Nos. 10, 12) 


Read Vol. II 
No. 26 PUBLIX 
OPINION for 
proper etiquette 
on use and display 
of flags. 


PUBLIX THEATRES CORPORATION 
SAM. KATZ, President 


“PUBLIX OPINION” DAILY FORECAST CALENDAR 


1930 - JANUARY - 1930 


he one thing, above all others, which the coming year will demand of everyone in Publix is showmanship. Our success, individually and 
collectively, will be directly proportionate to me amount and quality of showmanship we display.” — sam Kaz, President, PUBLIX THEATRES CORPORATION. 


HOUSE LIGHTING 
CHECK 
1. Houselights la late. 


| 2. Picture houselights too 


bright, 
3. eights bumped on or 


4. Seer light from booth, 
5. Glare spots in audito- 


rium. 


6. Color combinations. 


National 
Thrift Week 


Qanuary 17th-23rd). 
Stress bargain mati- 
nees and “early-bird 
shows.” Bank tie-up 
on thrift accounts. 


Each attraction 
presents its own 

INDIVIDUAL 
selling problem. 
Do you REALIZE 


in your art depart- 
ment? Save lobby 
posters for window 


| displays, or send them 


to nearby Publix 


theatre that can use 


Send your weekly 
reports in on 


TIME. 


TONIGHT! 
Special 
NEW YEAR’S EVE 
MIDNIGHT SHOW! 


Extra prices for extra 
entertainment. (See 
Manual and 
PUBLIX OPINION 
Nov. 7, 1929, for tips.) 


YOU 
give your projection- 
ist a copy of “Sound 
Tips’? (See current 

issues and 
bound volume of 
PUBLIX OPINION 
for entire series). 


Check up on your. 
sound effects every 


performance! 


Are your 
“leaders’ and “ends” 


screen 


wearing out? 
Have Home Office 
replace them. 


Serid Home Office all bills 
for this month before first 
of next month. Have you 
made proper adjustment 
of weekly electricity charge 
for month?Referto Manual. 


NEW YEAR’S 
DAY — Today 
Holiday Prices 
and Schedules. 


Anniversaries 


(Manual No. 1043, 
May 18, 1929) 


What novelties can 
music department 
get for you? 


Keep roofs and 
canopies clear of 
snow in Winter. 
Complete 
inspection tour 
today. 


Anticipate all local 
and national holidays, 
anniversaries, and 
other significant 
events. A month in 
advance gives you 
enough time. 
Decorate with flags 
and pennants! 


Place an 
institutional story 
ad—trailer— 


poster. 


(Copyright 1930—Publix Theatres Corporation) 


Check up on all © 
_ other theatres to 
see what they do - 
' that you ought to 
do, or ought” 
NOT to do. 


Place a theatré or 
circuit institutional . 


story in your local” 


What are you plan- | 


ning for re-opening of 


new mid-year school | 


term? Appropriate 
“ad-copy, ete.? 


Washington's 


Birthday is 
‘February 22nd. 
Holiday prices? 
Holiday schedule? 
Special tie-ups? 
Special ad-copy? 
Music and screen 
novelties? 


February 14th. Any 
ticket-selling exploita- 
tion, ad-copy, tie-ups? 
Booking appropriate? 

Program unit? 


Despite most painstaking effort on the part of the staff of 
PUBLIX OPINION to make this “Reminder” Calendar as ser- 
viceable and comprehensive as possible, undoubtedly much 
opportunity remains for improvement, correction, and additions. 
After you have carefully examined this work, you are urgently 
requested to forward any suggestiohs you may have, that will 
amplify the serviceability of this calendar, for next year. 


HELP to stop the waste 
in. good, repeatable ideas. 
Tell °em TODAY to 
PUBLIX OPINION (the 
official “voice” and “idea 
exchange” for Publix 
Theatres. everywhere). 


2) hae so 
are you doing to tie 
-ticket-selling into 
_ school graduations? 


Refer to back-file - 

i Oks 

PUBLIX OPINION 
for hunches. 


your monthly : 
supplies. © 
Pay your monthly 
bills promptly to 


get cash discounts. 


Make sure your 
staff reads ALL of 
PUBLIX 
OPINION. 


—BENJ. H. SERKOWICH, Editor 


Got down here WHAT is 
week and sord WHO was 


Don’t 
let your MONDAY 
BUSINESS 
turn into “blue” . 
or “red.” System- 
atize activities! 


Announce next month’s 
bookings in story, 
trailer, poster, ads. 

Do this every month, 


f Monthly fire deilts 


‘Get fire chief to. 
pose for newspaper 
photographers. 


Re-check. 
your pass list to 
keep it properly 

up-to-date. 


_- Are your show 
schedules set up 
to give you 
“breaks” during 
peak-load 
patronage period ? 


Check Box Office 
_ Hourly Sales. 


ray keoaeen for the : 


tow through.) 


PUBLIX OPINION, WEEK OF JANUARY 3lst, 1930 


SECOND-QUARTER 
BUSINESS ANALYSIS !! 


1930 - FEBRUARY - 1930 


“RTF each theatre were operated by the owner and he stayed on me job constantly, economies in operation would be enforced that would make the difference Betwecn an eauitalle profit and an unsatisfactory one. . 
f RUN YOUR THEATRE ON THIS BASIS, AS THOUGH YOU OWNED IT, and your weekly reports will show acest idn pbs ceases nd CHATKIN, General Director of Theatre Management. 


(es eS RE | DEI OE 
PROGRAM-PLOTS a SUNDAY MONDAY WEDNESDAY | THURSDAY FRIDAY | SATURDAY || REMARKS | 


SCREEN CHECK 


Analyze the ousiness of your theatre dur 
ing the Second Quarter of the last four | 
years. Note the weeka that indicate natural 
resistance. Analyze the distribution re- 
lease sheets for proper program-plote. Set 
up the right Kind of ticker-selling cam- 
-paigns thru advertising, exploitation and 
publicity. 


down here WHAT is unfinished for the 


Gor 
Whether full-week or split week policy, keep your program-plots for each week, here. Jot down titles, stars week and WHO was assigned to follow through.) 


CUS ats peaileess footage, running time, erst ‘order, distributor, stage show, lobby-alent, and sales 7 Blank eecaank 6. Daas definition. 12) Unnatural speed speed. 12. Cracked tlenene: 21. Sound track: visi- 
2. Dirty screen. 7. Travel ghost. 13. Distortion. ed aides. ble on screen. | 
3. Defective masking 8. Flicker. - - 14. Dirty aperture. Le roe site chance, 22. Glare spots on let phe ban 
of screen. é 9. Poorillumination. 15. Punchmarks,rain, 49 nyo; ey pibiscot, eCtcens BUSINESS turn into 
eerie ik Ae 10. Misframing. fice 20. Flipper late or mis- 23. Spread light on ae oe 
- ned age ha 11. Faultychangeover. 16. Slides off line. Placed. a easier peteeee S myatay ee 


Weekly 
department 
staff meetings? 


Are you building 


What else 
beside 
programs attracts or 
repels patronage? 


Tie-up with street car 


Plug Music Sales for ; 
or cab companies for 


Are your “fronts” use Make Local 


Primary election 


SUNDAY matinee and posters lively special round-trip wcercful sususeil day nearly due; 
° ¢ ign 
business? (See and colorful’ Does “Daylight igs eteonih a Contacts for ee ae Meedorts i haiind significant copy 
PUBLIX OPINION, enough to halt Sariog Ek your (See Manual and Style Shows! you by employees slant “Elect Clara | 
: assersby? box-office? What do PUBLIX OPINION without a good know- Boao 
Vol. III, Nos. 10,12.) 4 aatihe you do? ‘ story). ledge of contents. , i 


Check all 
. mechanical 
equipment. 


Valentine’s 


Day 


Lincoln’s Help 


‘ Are you practising Place a theatre Income Tax Birthday clothes the shia in : ; bates es 
“3 + 5) , _| orcircuit institutional Payments are due good, repeatableideas. | is Today. Did you day = 
“job rotation” to~] story in your Jocal March 15. Prepare to Today. Tell:’em TODAY to ? Revise schedules to get s 


the whole circuit via 
PUBLIX OPINION 
(the official “voice” 
and “idea exchange”). 


papers. Also a para- 
graph in your ads, 
posters, trailers. Get 
hunches in PUBLIX 
OPINION file. 


“spills” in time to ac- 
commodate peak-load 
hours of theatre- 
attendance, 


develop the brain- offset this temporary. 
shortage of funds for 


amusement purposes. 


“anticipate” and 
Was it anticipated? ; 


power of your cash. in? 


man-power? 


SPRING 
STYLES. 


3 ae ing! gets ; 
Are you building Coming!! Prepare to tie-in with Order monthly March 5 eri gh ete ie Washington’s 
SUNDAY matinee Prepare for local merchants for | - 2 eas ee cs . 
see : shows, parades, and | supplies? Pa bills Easter Sunda: daily “selling dee uen eat 
Be re: St. Patrick’s Day! | 4 Song de aa Lino ra tahd * assignment”? Why | Did you anticipate 
PUBLIX OPINION, (March 17th.) eoud seinen, for discounts? April 20th not? It develops it? 


Vol. Ill, Nos. 10, 12) 


manpower! 


““PUBLIX 


OPINION 
‘ Read all the trade * —one inews 
TaeBeet the propentics Spot Publix MANAGERS! te renulacle: Exercise a proper con- Your Home Office seer of Sot SRE 
EAL OUE Can Co eVerY: idan itera trol over employees | music department has | that binds PublixThe- 
week. Remember, and Paramount Fan magazines, too! P 


Send your weekly handling tickets and 

cash. Managers will 

create a good moral 

effect by taking keen 

interest in this branch 
of operation. - 


atres and Publix Per- 
sonnel into a happy, 
healthy, effective 


elimination of dirt 
saves re-decorating 
costs. 


musical help, advice, 
features and novelties 
for you, for every 
occasion. 
Write for them. 


What do you do to 
build up those low- 
level hours at the 
Box Office? 


trademarks in all 


reports in 
ON TIME. 


ads, trailers, and 


Check cooling plant 
for needed repairs. 


posters! 


(Copyright 1930—Publix Theatres Corporation) 


“PUBLIX OPINION” DAILY FORECAST CALENDAR 


PUBLIX THEATRE (1) Gives your community high class entertainment every ey and a dignified show place. (2) Popces 4 improvement in surrounding business neighborhood. 3) Creates 
shopping center and influences trade. (4) Gives expert support to local causes. (5) asia the community of a solid institution that no disaster can shake. (6) Employs 20 to 150 local residents. 


—SAM DEMBOW, JR. Executive Vice- President, DUBE. THEATRES CORP. 
PROGRAM-PLOTS | SUNDAY | MONDAY | | TUESDAY | WEDNESDAY | THURSDAY FRIDAY SATURDAY | _ REMARKS 
(Whether full-week or split week policy, keep your program-plots for each week; here. Jot down titles, stars, SOUND (Mechanical) CHECK: 


Got down here WHAT is unfinished for the 


features, shorts, trailers, footage, running time, running order, distributor, stage "show, lobby-talent, and sales week and WHO wap assigned to follow frost: ) 
, campaign plans, ) 
1. Fuzzy sound. 5. Improper musical 8. Faulty synchroni- 12. Horns moved into 15. Improper framing 
introductions to zation change-over. position too late. of thettanevox over How about 
2. Flutter. sound shorts. 9. Volume too low or 13. Loose units in silent screen. “Daylight Saving” 
6. Needle noise. too high, horns. d PGE AS ‘ 
3. Ground noise. . 10. Jerky fader charge that kills your busi- 
2 ; 7. Sound and picture ‘ y Be 14, Failure to remedy 16, Motor generator or eee eA Gane 
out of synchroniza- 11. Noisy moving of “pockets” i in “dead £ : y 
4. Echo. tion. horns. spots”. . POSS Ss merchants? 


Keep the 
Home Office 
department heads 


- Avoid stereotyped 


See . Posted in advance on Ten More Days t Don’t 
activity! I’sthe worst | Ate Your trailers | Do you regularly Today fe contemplated changes Be Patwiel’s Daye let your MONDAY 
enemy the theatre can entertaining and check up on your “ASH in perponnel: Tie-up with local tnd 

have. When it’s com- effective or per- WEDNESDAY” Contract-relations florist? Hibernian BUSINESS 


sound? Any “dead 
spots”? 


clubs? Any significant 
bookings possible? 
Copy slant for ads? 


and union conditions 
must be promptly 
reported to proper 

department head. 


turn into “blue” 
or “red.” 


monplace it isn’t 
showmanship! 


functory and dull? Lenten Season 


Starts Today 


Holy Week starts 


eS you building 
April’13th. Easter 


Did you place an Spring cleaning Make sure your | 


SUNDAY matinee | Sunday is Avril 20h BOR eee ne tet ett | ee 
usiness? (See you ‘promote to take institutional story paint fone PUBLIX BUSINESS 
PUBLIX OPINION, | the place in the boxe ES 5 turn into “blue” 

Vol. IIL, Nos. 10, 12) | ffice of those you'll this month? Renovate? OPINION. 


ci 3 ” 
lose in Lent? or “red. 


BRAIN POWER! 
Don’t Waste It! 
Encourage and 


Salacious Advertis- 
ing and Entertain- 


Decorate 
lobbies with 


How about: “Best dressed 
man in town” is your band 


St. Patrick’s Day See that your 


Are your trailers 


leader, organist? Store jectioni 
ment, No Matter | (acer i projectionists Develop it by “Job 
i i t this; back 
SETINe EAC Today. How Disguised, is see Teaenpe eead promptly Rotation” to 
atmospheric BANNED PUBLIX OPINION, 5 prepare your 
Were your eady? in PUBLIX for Easter Sunday tie-up. “Sound Tips!” returned? associates for 


Ts, ° i 
poste: s etc promotion. 


Are you building 
SUNDAY business? 


Easter Sunday comes in a few 


(See PUBLIX OPINION, Baseball season Do you need weeks. How about getting your . Don’t 
Vol. HII, Nos. 10, 12) ‘ ticket-sellin: “live” talent for baly Sinead wih the po. let ur MO AY 
willsoon be here. s your lobby? gram side of your theatre, photo- seas) INDAY 
publicity stunt ees Ga anne ak BUSINESS 


Newsreel tie-ups Write to the Home 


newspapers will want advance 


‘ fh ith the Ea if fe . “ ” 
sell tickets! Bere Mie for Office Music Euce Sunday, Core er | turn into blue 
April Fool’s Day? - Depart ment. ‘em tray nawreadt Sak into or “red.” 
e 


(Copyright 1930—Publix Theatres Corporation) 


YOU HAVE THE 
MERCHANDISE 
SELL IT! 


‘The Official Voice of Publix 


Pat 


pinian 


Publix Theatres Corporation, Paramount. Buiiding, New Fors Week of January 31st, 1930 


YOU HAVE THE 
MERCHANDISE 
SELL IT! 


Primarily, our function is to sell entertainment in all of its phases and contributing factors. When we call a Publix 
showman a “merchant of entertainment,”’ we have said everything that can be said. The term is all-inclusive 
—SAM KATZ, President, Publix Theatres Corp. ||] 


and all-comprehensive. 


“Leave no stone unturned to help Publix maintain 
the high standing it holds in the world of theatres.” 


Publix S Opinion 
Published by and for the Press Representatives and Managers of 


PUBLIX THEATRES CORPORATION 


SAM KATZ, President 


A. M. Borsrorp, Dr. Advertising Benj. H. Serxowicu, Editor 
i Contents Strictly Confidential : 


ENTERTAINMENT VS. SERVICE 


Theatre management and merchandising entail so many 
details, all of them important in the aggregate yet having 
varying importance in relation to each other, that one is apt, 
at times, to lose a true sense of perspective. So it happens 
that occasionally a Publix showman will stress some secondary 
_ phase of his operation, such as Service, at the expense of the 
merchandise he is selling, which is Entertainment. It is true 
that both these factors are closely interwoven and are, in a 
sense, dependent upon each other. However, one should never 
lose sight of the fact that we are in the entertainment business, 
and that it is entertainment a patron seeks primarily when he 
enters a theatre. Consequently, we must sell Big Entertain- 
ment first. Then, as a supplementary measure, we can sell 
Service or anything else. : 

Why do people who can afford to eat in comparatively 
sumptuous Broadway restaurants often seek some dingy, dimly- 
lit and even unclean eating house on the lower East Side for 
their evening meal? Evidently, because they like the food 
there. Food is the essential merchandise of restaurants, and a 
number of people voluntarily forego the comforts and con- 
veniences of more pretentious hostelries to seek out the food 
they like. To do this, they will squirm on hard, rickety chairs, 
be jostled by corpulent housewives, stand abuse from tempera- 
mental waiters and try not to observe the playful antics of 
itinerant cock-roaches on the walls. If they could have the 
food they like and, at the same time enjoy the benefits of more 
comfortable surroundings, then, obviously, they would patron- 
ize the place offering the double, rather than the single, attrac- 
tion. 

Publix owes its leadership in the industry because it has 
provided this double attraction to the public. It provides the 
finest entertainment in show business in the most luxuriant, 
comfortable and courteously-manned theatres in the world. 

However, as in the case of the restaurant, the merchandise it 
sells—Entertainment—constitutes the main drawing power. 
Therefore, common business sense dictates that the major 
portion of a theatre’s selling effort should be concentrated upon 
-its program rather than upon its auxiliary attractions. 

By this it is not meant to minimize the tremendous im- 
portance of Service in the operation of a theatre, but rather to 
indicate its position in relation to the main object of every 
business enterprise—selling its essential merchandise. Enter- 
tainment is the merchandise of the theatre, sold in the form of 
admission tickets. Any showman who permits his ticket sell- 
ing to be overshadowed by Service-selling is not being fair 
either to himself or to his company. 


TOLEDO SHOWMANSHIP 


Recent experience with “The Love Parade” in Toledo is 
something for every Publix showman to consider seriously. 
The advance campaign on the picture, prepared along routine 
lines, did not produce results and the opening was below that 
which the attraction deserved. ee 

A complete “about-face” in advertising policy on the second 
day of the run corrected the error and business immediately 
mounted, steadily, during the remainder of the week. Advance 
campaigns, however carefully planned, do not always fit the 
picture to be sold. 

Alert study of reaction to advertising campaigns AFTER 
openings is good showmanship. Readiness to admit error in 
elaborately scheduled policies and theories is even more com- 
mendable. Flexibility of organization, which permits complete 
reversal of policy after a campaign is launched, represents just 
the type of showmanship which brings maximum grosses. 


SOUND 
TIPS 


- From Publix Department of 
Sound and Projection. 


HARRY RUBIN, Director 


SOUND BULLETIN No. 44 
Clean Screens 


Sound screens of the more 
modern, oilcloth type, are easily 
washed, and there is no reason for 
the dirty screens frequently re- 
ported on the Weekly Projection 
Room form. 


The cloth, or Transvox type 
screen, must be removed and sent 
to the cleaners when it is beyond 
aid of the vacuum cleaner. The 
newer, or Dayton-type screen, is 
cleaned with soap and water. This 
is easily done; there is no reason 
for dirty screens. : 

The first thing to do is to pro- 
tect the masking, either by draw- 
ing it back, or covering it over a 
section at a time. The screen is 
washed a section at a time, and 
each section is rubbed dry before 
going on to wash the next. This 
prevents the screen from showing 
streaks due to uneven drying. The 
sections should be small, no larger 
than a man can reach easily with- 
out moving his ladder or chang- 
ing his position on it. Ivory or 
similar mild soap should be used, 
never harsh, or gritty cleaners. 

Care should be taken that the 
dirt removed from the surface is 
not allowed to clog the perfora- 
tions of the screen. 


SOU 00 


NEW YORK 
PROGRAM f 
PLOTS e 


Week Beginning Jan. 31st 
New York Paramount 


. Prelude 
. Paramount Sound News and 
Sound Trailer on “Burning 
Up” = 
. Organ Concert—Mrs. Craw- 
ford 
- Sound Trailer on 
bond King”’ 
. Dennis King—-In Person... ( 
. Publix Unit (81) 
. “New York Nights” 
United Artists Picture ... (81) 
. Trailers (2) 
@ 140 minutes 


lie 


(9) 
(6) 
(3) 

8) 


Brooklyn-Paramount 

. Prelude 

. Paramount Sound News and 
Sound Trailer on ‘Burning 
. Up” 

. Organ Concert—West 

. “At The Gate’’—Paramount 
Comedy 

. Publix Unit—Vallee 

. “The Mighty’ — Paramount 
Picture 

. Trailers 


ANVIL 


136 minutes 
‘Rialto 
. Paramount Sound News.... (10) 
. Evelyn Hoey — Paramount 
Sound Act 
. ‘“Wanderlust’’ — Paramount- 
Bruce Scenic 
. “Getting a Ticket’ — 
Cantor—Paramount Comedy 
. “Street of Chance’—Para- 
mount Picture (76) 
. “Radio Riots’? —P aramount 
Talkartoon (6) 
. Trailers (none opening (2) 


118 minutes 
Rivoli 
“Condemned” — FirstWeek 


Criterion 


Criterion Theatre 
“The Love Parade” 
. Eleventh Week 


Slt 
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FILE THIS! IT WILL HELP PLAN PROGRAMS 


Watch Publix Opinion for this service in every issue! Watch the 


trade papers for it, tool 


LENGTH OF FEATURES 


Record 


No, Subject 


Street of Chance—9 reels (AT) 
Shanghai—8s reels 


Ship From 
(AT) $ 


Bishop Murder Case—9 reels 
(AT) 


Party Girl—-9 reels (AT 


) 
Playing Around—7 reels (AT) 


Sky Hawk—8 reels (AT) 
(AT)—AI] Talking 


Foot- Runn’g 
Time 


75 min 


Make 
Paramount 
MGM 
MGM 


Tiffany 
‘Ist Nat'l 


68 min. 


88 min. 
77 min. 
65 min. 
75 min. 


LENGTH OF TALKING SHORTS 


PARAMOUNT 


Bearded Lady 6 


Actions Speak Louder Than Words 
1 rf 10 min. 


News No. 5 


20 min. | 
8 min. 


WARNER 


Second Choice (Trailer) 


She Couldn’t Say No (Trailer) 


4 min. 
3 min. - 


FIRST NATIONAL 


Son of the Gods (Trailer) 


5 min. 


LENGTH OF NON-SYNCHRONOUS SHORTS 
PARAMOUNT 


News No. 51 


PATHE 
Follow the Leader “Spotlight” 


Co-operative Page Is Used 
To Sell ‘It’s A Great Life’ 


A co-operative page wh.ch in- 
cluded a unique contest on ‘“‘It’s 
a Great Life’? was promoted in 
Jacksonville by the Florida Thea- 
tre. 

In each ad was placed a portion 
of a picture of the Duncan Sisters, 
who are featured in the photoplay, 
and those able to put the parts to- 
gether to reproduce the whole re- 
ceived prizes from the merchants. 


CIGARETTE TIE-UP — 


Manager M. E. Remley of the 
Publix Majestic, East St. Louis, 
Ill., made a tie-up with the Liggett 
and Meyers Tobacco Company for 
the free distribution of ten thou- 
sand Chesterfields in the theatre 
lobby, during the run of ‘Rio 
Rita.’”’’ An attractive girl, attired 
in Spanish costume, passed the 
cigarettes to patrons as they en- 
tered the theatre. 


SCREAMS WITHIN — 
“LOCKED DOOR” 


A novel means of exploiting 
“The Locked Door’ was employed 
at the Publix Imperial, Pawtucket, 
R. I., by Manager Joseph S. Bo- 
renstein. 


A small compartment with a 
door, locked, was rigged up in the 
lobby of the Imperial. A dynamic 
speaker within the closed door 
burst forth the continued wailings 
of a woman, who, after two shots 
were fired, screamed: ‘Let me out 
—someone open this door. I am 
locked in with a dying man who 
was shot by my husband, etc. (giv- 
ing the highlights of the picture, 
mentioning cast and playdate).”’ 


Five hundred keys with tags at- 
tached, bearing copy, were dis- 
tributed in department stores, 
drug stores, etc. Those keys (a 
few) fitting the door were ex- 
changeable for passes. 
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| 
Page Col. 
MERCHANDISING 
Special Pictures 
Dangerous Paradise by Rus- 


: sell Holman 

New York Nights by Bruce 
Gallup 

Reviews of ‘‘Shorts’” by 
by Louis Notarius 

The Vagabond King 

Burning Up 

Seven Days Leave 

The Love Parade 


Using Pipe Organ on Radio 
for Exploitation of Thea- 
tre 

February Holidays 

Phileo Radio Tie-ups...... ~ 

Checker-Chess Champs in 
Lobby 

New Metal Discs for Special 


Unit Girls Challenge Col- 
umnist 
Sixteen-page Magazine 
Telegraph-Radio Tie-up.... 
Record-of-the-Week Club. ?. 
“Know Your Stars’’ Contest 
Club Holds Theatre Party 
Bank _ Pays | Theatre 
Herald .../. SS 
Boston Effort Sets Record. . 
Foreign Holidays 


Ag oo 
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INDEX 


Weekly Radio Program.... 
Review of Radio Hour 
Musie Sales Division Re- 
organi 4 1-2 
PROJECTION ROOM ADVICE 
Sound Tips 12 
GENEAL INFORMATION 
About the Reminder Calen- 


Policies for Vagabond King 1 
Sales Discretion 2 
Lamp Ee 
Costly Thoughtlessness 
Extend Lobby Selling Over 
Circuit 
Publix ‘‘Bouquet” from Op- 
position 
- Economy in Service Set-Up 
by Chester L. Stoddard.. 
List of Books of Value to 
Theatre Managers 
Meet the Boys 
A. M. Botsford’s Biography 
Staff Helps With Courtesy. 
Watch Your Good Will.... 
Publix Reminder Calen- 
dar 
Editorials 12 
New York Program Plots.. 12 
Length of Features 12 
GENERAL 
Executives on Tour for Sur- 
vey of Maintenance 
Mr. Katz Finds Phrase Fits 
Showmen 
Stiff is Made Manager of 
Arizona 
Alert Idaho Manager Shows 
Never-Say-Die Spirit.... 
Walter Immerman Takes 
Charge in Detroit 
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